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cigKtK in a scries of 12 ads 



DETERMINATION 



...and 

twelve months 

out of 
every year 

stations 

under the sign 
of MEEKER 
benefit by: 



\ 



i 




DETERMINATION developed through 

the years that no Meeker station shall ever be 
"swallowed whole" in a mushrooming list. 

Our "personalized selling" demands intimate knowledge 
of station and market as well as advertiser problems. 
This concept precludes "wholesale" lists. 



the meeker company, inc. 



radio and television station representatives 



new york Chicago san francisco los angeles Philadelphia 



BECOQ 




big copooty^ _ ^-^-^ V. 



PH\LCO.*^ 




Comforting news for >Holteriiig Ainrriciiii-* tlii-- >iimin(M 
the iiiirodiiciioii of tlie new Pliileo I5;inuiin 12 i\\r (M>n(lilioiicr. 
I'he world V fir*-t take-home air eon(lili«>ner, llie I5anlani 12 
railed for an entirely new ad\ertisin»: approach. Ctinipai^ii 
theme: "Take it home today, he cool tonifrlit!'* After aiinoiincc- 
nient^H in Thr Saturday Eiming !\)st and fJf(\ dramatic new-- 
puper a(N like this helped >pnr ^ale- i?ll ncro^- the counlr>. 




*'Out of the lush fairy-tale >plendor of the Orient . . /' So 
hejran Revlon's li^e commercial to InlrodMce il^ new lip- 
■-tick and nail-enamel >luide. "Persian .Melon. " Complete with 
music, summer fa>hi4)n new> and >()ft piciure-making word>. 
the commercial wa-- hroadea>l the iiifrhl of June 11 on "Tiie 
S() LOGO Que--lioii." >l()re'- coiiiiir\ -w ide felt the impiict of thi- 
new shade promotion, nnd >aie? look off like a magie Ciirpel. 



Buttermilk magic from I" oicmo^i. Xmcrica - ihii dd;ir<:c-i 
producer of dair\ produ(^t>. make^ hi-citfu- rcadiu*: in I lif 
Satanlay Kvi'nitiii l*(>st, l^arrats* Maf:azuu\ (^ood //(nrsfLrrfdnf: 
jud >///i.sc/. Thi-^ campaign inli odiK c-^ new dair> prnduriv and 
^how*H new wa}- to enjoy ^\ir\i familiar ilcm^ a- hutlcrmrlk. 
("n(d fond and hc\era*ze idea- froui l iircmo-i al-o appear in 
new'-paper?- in o\er 200 major market--. I>IU)0 ^an Kranci-^eo. 




Better-ness, -a> - the Timken ludler-Dearinfr Ciuupany. mean- 
:i more daring. imapin;Ui\e and ellicienl \\d\ f»f ihiinp lliinp-. 
I**- the heart of their >iicce--. Throimh HHDi) Cle\elan«l. their 
national mafrazine and bu>ine-— pj per eampaijin i- ^^inninfr a 
cru-ade to -ell railroad- on the ad\antaj:e*- of Timken l)earings 
f«)r freifrhl car-. Thi- year. lhe>*re pioucerinj: apain \\ith a nel- 
wtirk T\ ^how - to -ell their Heller-ne-- to all indu-lr\. 
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DIGEST OF ARTICLES 

The barter menace 

With iv time barter no longer an oddity, both buyers, sellers are 
lakin*: long hard look at dangers: to ad elTeetiveness, media slandard> 

How to insure full value from net tv 

Prudential Insnranee Co. seeks maxinnnn from it- S3.8 million net tv in- 
ve^l nient by hacking soft-xdl commereiaU with bard promotion pn>h 

Pre-testing isn't Madison Ave. monopoly 

\\ by a Soutlnvesi film firm pre-cheek^ connnercial copy approaches for 
its clients as an eflieiency and ro-t-^aving step before production 

Strictly by the numbers 

Satire in three acts on the spot campaign that is supposed to allow 
the tiniebnyer creati\e latitude but within tight rating confines 

EdseTs strip-tease 

Final unveiling in epic round of marketing tit illation comes in 
October tv spec. Ed^el's air plan to date: regular network tv -bow 

Timebuyers of the U.S. (Part Three) 

40 Most extensive li^t of timebnyer- yet published links timebuyers 
w ith their accounts, gi\es agency's addre-s, phone and executives 



Spon-itr liackstage 
Film Chart 
Film-Scope 
49th and Madison 
\ew and Kenew 
News & Idea WVap-Up 
5 Newsmaker of the Week 
Picture Wrap-Up 
Keps at Work 



Sponsor Hears 
9 Sponsor-Scope 
Sponsor Speaks 
Spot Buys 
Ten Second Spots 
14 Timebuyers at Work 
SO Tv and Radio Newsmakers 
Washington Week 
X^'omen's Week 



In Upcoming Issues 

Spot tv's second quarter 

How spot tv did in second quarter this >ear compared with the same 
(piarter la^^t year; the top 100 spot tv advertisers with budgets 

American Cas Association case history 

Here's bow American Gas Association and Lennen & Newell turned 167 
individualists into an informed democracy and effective network tv sponsor 
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ARE YOUR 
TV SCHEDULES 



REACHING THIS MUCH 

OF ARKANSAS? 







On KTHV, they will! 

v(^ITH 316,000 watts on Channel 11 and with the tallesc 
antenna in the Central South (1756' above average terrain!), 
KTHV ^e/s regular rieiri^/g respo}/se from most of Arkansas 
— 62 counties to be exact! 

Take a good look at the mail map above. Notice that KTHV 
penetrates to all six surrounding states — and actually j)ulls mail 
from viewers in Mississippi, Missouri, Oklahoma and Texas. 

Ask your Branham man for all the hi^ KTHV facts. 



CBS 




Henrv Clav, Executive Vice President 



Channel 11 

LITTLE ROCK 
316,000 Watts 

B. G. Robertson, General Mjtuger 



AFFILIATED WITH KTHS, LITTLE ROCK, ARKANSAS DEMOCRAT, LITTLE ROCK, AND KWKH, SHREVEPORT 





X Representing Americans Foremost Radio and TV Stations <see complete listing on reverse sioe) 



f*Tfm 15* £ 49 Jit. M» Virt It 




Plan ahead... for Fall, Winter, Spring and Summer 
with NBC Spot Sales quick reference aids ! 

Neat tricks— these handy aids to plot your future in Spot broadcasting. 
Take, for example, the 1957-58 Radio-TV Time Contract Chart shown 
above. At a glance it gives you the exact expiration dates of time contracts, 
no matter when they begin or how long they run. It's the newest of 
a number of helpful, time-saving aids produced by NBC Spot Sales, all 
available to you FREE! Others include: The Radio -TV Spot Estimator, 
The Daylight Savings Time Chart and the 5-Year Calendar. Any or all of 
them are yours on request. 

And while you're making plans for Fall, Winter, Spring and Summer, 
call in your NBC Spot Salesman ... a good man to see anytime. 

Giving the seasons their full due is "Advertisinjf's 
Miss 1957/' selected during "Inside Advertising 
Week." Her name is Glory Ickes, TV Department, 
J.M. Mathes Agency. (Fur by Harold J. Rubin) 



NBCl SPOT SALES 
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Trirvision trtll spritrltntd wltnt will ifrohnhly hr ihr hrtn irst 
Si'dsonttl [>rnrnol\on of rlrrtrxr sltitvrrs itt lltr httsitirss this 
jail \tltrn Srhit li tt fih*itslirs n S/..) ntillion ml hitrntfit* fttr its 
firiv ^^l^nwrrshavr^^ n\n(lrL (Inllini^ nd atui sairs shots its ttsuttl 
will hi* Ki'nm'lh (], (wiffitrtK Srhxrh^s luuul nuut ftfr 13 yrurs. 

The newsmaker: Krmielli C. (lilToid, in on*- \\a\ m an- 
otIuM', lui^ IxTii >lu'|)lu'i (linn tlic a*h rrli>in^ aiul salr> doliiiir^ of 
>clii(k. Iru-., cwv ^incc he juiiird [\\c firm in On 1 Jannai\ 

t)f that \rar lie left M inn(»ci|)(»li> as general >alc^ niana^n of I (»a>t- 
nia^tci to join Scliick ii> \ ice |)rc>i(l(Mit in cliai^r of >i\\r> and a(l\ri - 
ti>inir. On 'A I )rct'nil»(M 12. he heeanie president and lia> occnpird 
that po>t e\er since, lie is also rluiiinian of the hoard. 

GilTord's tenure has witnessed a >lead\. thou<:h not >peelaenlar. 
j;ro\\th in the use of electric >ha\er>. In 9' r of 12 million 

men had one. Todax it is more 
than 'MV'f of 50 million. In addi- 
tion, a \ ast potential has heen 
opened up in the woireu s market 
w ith ahout three million of the 
(listafT models sold in tlu" past \ear 
and a half. 

I ucler CilTonlV direction. Schick 
has cashed in on this ri^i^^ tide 
w ith sales of S2T.5 million la>t 
\ ear compared w ith SK> millio i 
in 1952. Sales for the current 
\ear ha\e heen runuiusz ahout 2()- 
21* f ahead of last \ear. due pri- 
maril\ to a "l>u\ hi^ get hers free" promotion which lifted husi- 
uess during the first (juarlcr to ahout 45S ahove 1956's correspond- 
ing (|uarter. 

Special pronu)tion> and new models ha\e become a ke\ feature 
of this couipetiti\e husine>^. iVfter following Remington with a 
UkK's sha\er la>t \ear. Schick hrouuht out receutK a *'\^n>it\" 
model, both to he kind to Noniij: mcuV tender skin and to hreak 
\ onuii male adults into the electric shaver habit. This month 
Schick will un\eil its new *'Pow ersluu e. ' a model which prompted 
GitTord to state in a pre» release: ^'1 feel as if wc had re-in\euted 
electric shaving." 

Backinc the new model durinc the heav\ Auirnst-throujrh-ChriMma.'- 
selling season (well o\er half of men s electric shavers are houizht as 
gifts) will be more than $3 million in video advertising. Tlu> will 
go into two network programs Dragnet and the Giscle Mackenzie 
Show (both XHCl — plus about ST50.000 for spot. The question of 
win tv gets the lion'> share almost answers itself: demonstration. 

Though GifTord acknowledged that Remington cauirht np '"and 
went sHghtK ahead of us last \ ear.'' he said the new model. ha\ injr 
been in the works two \ears. was not developed specificalK in answer 
to Remington. Roth firms, .sp()>soK estimates, have a little o\er 30"^^ 
of the market. Suid>eam and \orelco have about 15*^/ each. 




Kenneth Gifjord 



The e5w^ 
about the 

NEGRO 
MARKET 

^O? THE FULL STORY 
FROM K-SAY 



The only Northern California 
station selling the entire San 
Francisco, Oakland, Bay Area 
Negro market 

The greatest array of talent in 
the area . . . top Negro salesmen 
. , , nationally accepted. 

• MAGNIFICENT MONTAGUE 

— brought direct from WAAF, 
Chicago. His sponsor list, sales 
results and audience are equally 
magnificent. 

• RAMON BRUCE 

— WAAT, Newark, N.J. Leading 
Negro-appeal personality in New 
Jersey. Best rating among all pro- 
grams during his hroaclcai^t. 

• SWINGING DEACON 

— The most popular local Negro- 
appeal personality. Dominates 
the heavily populated Negro local 
and fringe areas. 

Plus other 
Great Negro Stars I 

TELL IT-SELL IT 

on the NEW 

K-SAY 



10,000 WATTS 



1010 KC 



GRANT WRATHALL 

Owner 



Studios: 
1550 California Street, San Francisco 
1815 Alcatraz Avenue, Berkeley 

V/ALT CONWAY 

General ^fgr. 

Xadonollv 
represented by 
iOHN [.PEARSON & COMPANY 



V" K-SAY 



1010 -*10«OdO'WATtS 



SAN FRANCISCO 
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Support the Ad Council Campaigns 






I. 



NEWS 



MUSIC 




SERVICE 




Over WBC, music is programmed with care, with 
skill . . . yes, with real art. Because it is a fresh, 
new art — the way WBC deejays serve up the 
records that keep listeners listening. 

No run-of-the-mill record spinners. They're all 
distinct personalities, each one with a distinctive 
popular appeal. And, what's all-important — with a 
following! A big, tune-happy following! 

To get their ear, to prove that No Selling Cam- 
paign is Complete Without the WBC Stations, start 
caUing A. W. "Bmk" Dannenbaum, WBC VP-Sales, 
at MUrray HiU 7-0808 in New York. 



WESTINGHOUSE 

BROADCASTING 
COMPANY, INC. 




RAOtO 

BOSTON. J-WBiA 
PlTTSeURCM. kdka 
CLEVELAND. KYW 
fORT WAYNE. WOWO 
CHtCACO, WIND 
PORTLAND. KEX 

TELEVISION 
BOSTON. weZ TV 
SALTIUORE. WAAM 
PTTTSBURCM. KO* * TV 
CLEVELAND. KVVv TV 
SAN FRANCISCO. ^PK 

WINO rep<f^n;e<l by A M RadO 

>A^JkJLU r*pr»<^T*<j by BiJ r TV 

KPIX ttprn*f>t^ by Jht KtXz Ag^rtCf, Inc 

AH otf»«r *BC it*tsO«» r*t>ff*«ntfr(l t/ 

P«tfrv Cnr n, WooC«*nJ, Inc. 



f 




at out . . 



and tune to WBZ 



V-nights-a-week for the newest films available to television 



New England television viewers go through a nightly 
ritual at 11:15 PM. That's when they tune to WBZ-TV 
for first run feature films . . . the very latest screen 
hits available. 

Feature films are proved audience getters during the 
late viewing hours, and WBZ-TV has ''Hollywood's 
Best" . . . Warner Brothers, Screen Gems, 20th Century 
Fox, and United Artists— fAe first post- 48 features re- 
leased for TV, 

With WBZ-TV now reaching 1,507,149 TV homes 
(100,000 more than before, thanks to our new 1,349-foot 
tower) advertisers have an unmatched chance to sell. 
Sell, SELL! 

So, for a fast start to 1957-58 sales, make sure you get 
your share of the availabilities . . . while they last! Call 



Jim Allen, WBZ-TV Sales Manager, or your nearest 
PGW "Colonel". 

Remember! In Boston . . . and all New England . . . 
no selling campaign is complete without the WBC 
station . . . 








B OSTO N 

WESTINGHOUSE BROADCASTING COMPANY, INC 



Radio. BOSTON. WBZ + WBZA • PITTSBURGH. KDKA • CLEVELANO. KYW • FORT WAYNE. WOWO 
CHICAGO. WIND • PORTLANO. KEX • Television: BOSTON, WBZ-TV • PITTSBURGH. KDKA-TV 

CLEVELANO. KYW-TV • SAN FRANCISCO. KPIX 

WIND represented by A M Radio Sales. KPIX represented by The Kat2 Agency. Inc. 

All other WBC stations represented by Peters, Grittin, Woodward. Inc. 




Most sif^ruficant (v ami radio 

news of the \tvek with {nierj)re(a(}(/n 

in depth for busy readers 
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Tills wrrk llio \(). 1 ciiir^^linii in llio l>n«ii?ii**^^ wa*^: How is nntioiinl w npot hiiyin^ 
slKH>in<r iif) for tlio fnll? 

So Sl^ONSOR-SCOPK took a ^lonndinj^ anioii»r tlioQo nicdia (liif^clor*; kIio^^c apcnrip*? 
have siibplnnlial Interests in tv ^^poi. Partfcularlv inrliifled werr* <;iieli irend and ?tralo^'v 
makers as Esty^s John Poiiro. roiiiptoir.s Frank Keinp. arid Illlrnell^^ I.rii .MiiithewH. 
The eon**onfi(im pointed to an enroiiraf^in^r oiithiok. Tlie tnajfuilv experts a pirk- 
up of tv spot toward llie end of this montli. Onh' two of the 11 interviewed ihon^hl 
tlieir agency's tv spot hilHnfrs would slip under last season's levels. 

From the interviews came these tips lo statioti matiapemeni: 

1) Stations tnisht well appraise realislieallv what the einerfienee of AUG TV :m 
a stronply eonipetitive network has done to the levoliiifi out of h)eal ratinfr** and 
eost8-|)er-thoii9nnd. 

2) Tlie nse of iv spot could stand a lot of Miiii|)lifyin<: in ternm of hnyin^ and 
hookkeepin<j:, 

3) The addition of all sorts of ''plans** to a station's rale siriieiiire tends to 
hefiiddle the hiiyer. Tie isn't snre that he got as pood a deal as the other fellow. 

4) Chanainf: conditions should niidjre statioiiA into exaniinins; the rnle which 
makes it mandatory for an order to take efTect within 30 days. (A sample com- 
ment on this policv: "It's a holdover from the davs when there were onlv one or two 
stations in a market. Anvwav. it's not safe for anv medium to leave a ?1 -million cam- 
paign Iving on the shelf, Somehodv niifrht come up with another idea and grab the money.") 



Meantime, the hrief hill in national spot radio also was over this week. 

Orders and calls for availabilities had the reps hopping from agencies to teletypes and 
back again. 

Business included Warner-Lambert's Beautvrurl, Breeze, Texaco, Lvdia Pinkham, 
Black Dranght, Groves' Four-Way Cohl Tablets, Jerjrens, and Pacquin's Silk & 
Satin Cream. 



Researchers shouldn't read too much into the fact that Lever Bros, this week canceled 
its local rating services. 

Lever's down-to-earth explanation: "If we need such information about local area prob- 
lems we can set it from our as<*"<"if*J*«^^ 



The demand for vocal names nuiv ^ive next season*s tv network schedules the 
semhhince of one hig family, if not a stock company. 

A limited group of singers will be swinging from one sponsored show to another. Most 
of them will be booked bv the swap route. 

Meanwhile vocalists without their own shows are zooming their fees and limiting dates. 

Examples of what this rnsh has done to prices: (1) A vocalist with a single 
hit record last season was glad to appear for SI. 000. but now asks ST. 500. f2l A featured 
movie singer-dancer who rated S5.000 a shot is holding out for S55.000 for four appearances. 



SPONSOR • 10 AUGUST 195? 



9 



SPONSOR-SCOPE continued . . . 



In PlB's computation of gross time sales for June, all three Iv networks were 
oil the phis side. 

Combined sales were $39,517,137, or 3.3% helter than in June 1956. The pluses by 
network: ABC TV. ; CBS T\^ 2.3^^; NBC TV. 3.9^^ 

The all-network gross for the firsl half of this year came to $250,675.209 — 6.9% over 
last year. The respective ed-es: ABC TV, 4.2^;: CBS TV, 9.6^^; NBC TV, 4.8^^. 



Leo Burnett this week foeiised attention on triple-spotting hy (jnerying Iv 
stations and reps ahont the praetiee. 

The letter, signed by Leu Matthews, media v. p., noted that Burnett clients are get- 
ting concerned about the traffic jam and want to safeguard themselves. 

Matthews indicated to SPONSOR-SCOPE that the placing of a campaign here and 
there may he held up until the survey is finished. 



Despite the switch of about $5 million of Kellogg's ad budget from spot tv to ABC 
network, Leo Bnrnelt expects Iv and radio spot to account for at least 12% of its 
hillings this year. 

Chicago rep offices which noted the Kellogg move with glum spirits, should take heart 
at these comparisons: 

In 1955. Burnett's spot buys comprised 2^^ of its billings: last year the figure was 8*^ ; 
and now it's going up substantiallv once more. 



Tv stations this week heard from a new hreed of enlreprenenr seeking to 
nnload old feature films. 

His proposition: "Book my product an hour nightly in C time five times a week, and 
if yon don-l get sufficient sales volume to pay me you can cancel in the ninth 
week." 



Y&R has generated so much enthusiasm ahont network radio amon«j its cli 



ents via a special presentation that il^s talking ahout using the pilch in Y&R 
hranches. 

The presentation's storyline: 

• Like spot radio, network now is proving that it is live, growing, and vigorous. 

• Network radio can be made to w ork effectively — either bv itself or in harness 
with a tv campaign. 

Y&R's network radio hillings this fall will he ahout triple what they were a 



vear ago. 



American Tobacco's half-year report, out this week, helped stoke up ^ladison 
Avenue rumors of a shakeup in company management and its agency setup. (See 
SPONSOR HEARS. 27 July.) 

Highlights of the latest sales and profits story: 

• Dollar sales for the initial six months w^ere off to S515.5 milHon from S525.1 million, 
while profits dropped to S23 million from $21.6 million. 

• Net income for the June quarter was SI 2.9 million as compared to S14 million for the 
like quarter of 1956. 

The report explained the decline in profit was the result, in large part, of higher costs 
as well as lower sales. 

What made Madison Avenue so talkative was that all other? in the big tobacco group 
showed substantial gains. 

NBC Radio has turned on the go-slow signal for cold and headache remedies. 
The network figures it has enough of that type of business through 1957. 
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SPONSOR-SCOPE coruinu^d 



\\ liat Hlionid :i station rluirjir for niii-of-sclirdiilr tv .spotM? Tliis >\rrk tlir ilrr) 
iif^niry \viis iiuikiii^ :i wliolrsair rITort to 1511(1 otit on a Urass-tarks hasis. 
llcrr is wliat told titr r(*|)s: 

• 1 li(* a';rii<'\ had a rlirnt intci c^-trd in spnidiii*: SJ{00,()()0 on :i hartrr deal. 

• (Irry in rfrrrrd that this uoinrn^s prodnrt nd rain from hartrr^ h<'('aii^<' <d 
anuthri rWruCs nn^atisfactor) <'\|)<m irii<*(\ 

• Kach rep wa*- then *^i\rn a niitnro*;! ajihcd list of l.K) iriark<'tv wliit lt tlir < li<'nt wants 
to l>ny. iNotcd a*xaiiist rarli was the ainoniit of doHars thr rlirnt had aMoratrd for 
a vrarN rainpai<xii. 

• The r*'|)s wri ** asked to find out t hr rh raprst package t hri r st at ions rouhl ofTrr 
ill ''^(V lor (Inatinjr. rnn-of-st lunhiltM time. 

• It was sij^urstcd that the alloeated anionnts eonhl hr iiierrasrd if tlie ri*:lu draN 
\vere snhinitted. (See stor\ on harter. pa*^<' 29 this issue. I 



Jnst ahoiit all of tlir SI.*) million that tlir Tra (^oniiril has appropriated for 
ne\t year\^ adverlisiiijx will jxo to tv spot. 

Leo Hnrnett so advised SPOXsOR-SCOPK this ueek. 



The report tliat Neil MeElroy is headed for a topde\el W'a;^lnnj:ton post has 
1*4^:0 ajreiudes speeiilatinj: on who wonid suececd him as i\o. 1 opcratf>r of the Ciii- 
einnati eni|)ire. 

The odds are on Howard J. iMorjxens. exeentive v. p. in eliarjje of doniestie 
husuiess, thongh the same title is held hv Vi alter Ianj;le, Jr.. who heads up inter- 
national. 

Pi^C, whieli prides itself on pushing )onng exeeutives. has never named a president 
above the 4o-\ ear-old bracket, but neither Morgens nor Lingle are much over it. 



Like A1>C TV, CHS TV is gellinp lenient about allowing advertisers generous 
eseape lialehes from their program eommitnienls. 

Lever Bros, ean haek out of Have Gun Will Travel and the Eve Arden Show (both 
CBS controlled) after the 26tb week. Xeither has a record. 



Tipoff on how tight the "tight money market'" really is: In New York, where the 
hanks norniallv frown on anvlhiiiij as showmanlv as the air nie<lia^ 10 now are 
bidding for savinj^s aeeonnls via radio. 

Several are usins more than one station. The concentration is on news and earlv 
morning participations. 



CBS an<l NBC have agreed to go along with Nielsen's proposed expansion of 
its national radio index. ABC, which has been critical of the scope of this service, is 
still nndling the plan. 

The ''extended ' service will : 

• Count, on a regular basis, the number of undupHealed homes reached in four 
weeks by an advertiser's programs. 

• The uiiinher of limes, for each four-week period, these homes were reached 
and the to!al eommereial minutes delivered to them. 

• Summarize and total all data on a network-hy-nelwork basis for each ad>er- 
tiser sponsoring more than one program period. 

ABC's cool attitude stems, in part, from failure to reach the away-fromdionie 
listener. 



If vou want to set an estimate on the number of color tv homes, the new sonrce 
is KCA Information. 

Official color set estimate as of 1 Januarv 1957: 100.000. 
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SPONSOR-SCOPE continued . . . 



TvB^s report this Meek that tv's audience Mas growing and radio's Mas de- 
clining drcM^ from NBC Radio's Joe Culligan this crack: 

"It reminds me of the story ahout the ele])hant and the mouse coming up the 
ladder from the hold in Noah's Ark after the delude was over. 

"The elephant, who was ahead of the mouse, suddenly turned around and shouted, 
4Ich, quit your pushing!'" 

Vick Chemical is spending the hulk of its air media budget (around S2 mil- 
lion) more hroadly this season — in daytime network tv plus network radio. 

Spot M'ill come in for its share via late evening films and radio announcements. 

The daytime tv commitment involves aUernate weeks on CBS TV's Garry Moore 
Show, Edge of Night, As the World Turns, and Beat the Clock. For nctw^ork radio it's 
NBC's six-second spots at the rale of 30 a week for 20 \veeks. 

Last season the cold remedy maker cozied up to nighttime network tv. Morse Inter- 
national's explanation of the policy change: Vick needs maximum flexihility. 

NBC Radio continues to hoast that it leads CBS Radio in sponsored hours sold, 
and has widened the gap hy 12 hours in August. 

The count: NBC, 37 hrs. 5 min. ; CBS, 24 hrs. 58 min. The margin: 48.5%. 

As NBC measures it. the August figures represent an increase of 4 hrs. 13 min. over 
its sponsored hours in July while CBS lost 25 min. 

CBS Radioes comehack: '^'Wait until that Ford campaign starts rolling in 
Septemher." 



CBS Radio this week took inventory of the business it has sold for the balance 
of the year and noted: 

1) The third quarter in terms of minutes sold Mill be ahout 20% ahead of 
the same 1956 period. 

2) The final quarter should run at least 35% ahead. 



Prudential's 20th Century tv series has prospects of becoming one of the 
hottest documentary shows of the 1957-58 season, 

CBS TV has carte hlanche to convert the Sunday half-hour to a fulldress film treat- 
ment of any topical international or domestic crisis. 

(See page 32 on how this insurance company has built sales via the documentary route.) 



The manufacturer of consumer hard goods Mill tell you that his most fer- 
vent hope is a speedy pickup in residential construction. 

With the sharp wane in home-building this manufacturer's distribution gears and long- 
range planning got a dose of sand. 

His, incidentallv. is one of the tightest break-even points in business: Between 
80-85% of capacity. 

What he does in advertising the coming year will depend largely on hoM' the build- 
ing picture looks. 



Slorer Broadcasting had second-quarter earnings of 83.143,038, compared to Sl,395,- 
202 for the same period of 1956. 

Included were $1,966,477. after taxes, from the sale of WBRC-TV^ and WBRC, 



Biriningham. 



For other news coverage in this issue, sec Newsmaker of the Week, page 5; New 
and Renew, page 49; Spot Buys, page 57; News and Idea Wrap-Up, page 58; Washington 
Week, page 71; sponsor Hears, page 74: and Tv and Radio Newsmakers, page 80. 
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WHEN KANSAS CITY GOES SHOPPJNG 




It's 




WHB world 



FOOD . . . 

More national food product advei tisini; is placed on WHIi than on all other local radio stations 
combined. And locally, virtually all major food chains advertise cc^nsislentlv on Willi. 



National druij advertisers and local druf,^ stores sj^ond nioie money on WHJ] than 
on all other local radio stations combint'd. 

AUTOMOTIVE . . . 

WHB carries schedules for every major national automobile 
advertiser. Local car dealers buy more time on WHB than 
on all other local radio stations combined. 



Every cigarette brand buying spot radio in Kansas City 
^ ii^956 bought WHB. 

1 NEW HOMES ' ' ' ^ 

Kansas City home builders put more new-home advertising 
on WHB than any other Kansas City radio station. 







. . . h(C((iiS( IT'S A WHB AUDIENCE . . . 

Whether il be M( ho I'ulso, Xielscii, TioikIox oi lluoi)c'i 

whcthei' it be Art a Nielsen oi* Pulse W'HD is the dominant tiist auiuii^^ evei\' iniixji taut 
audience-t\'i)e. That statement embi'aces the housewife, hei* husband, their leenagei s - 
as well as the fai m familv. En ru sui vev ai^i'ees. Whetliei it's itudu ncr 
oi' udv( rtis'nuj it's a WHD woi'ld ! Talk to Blair or WIIfyCM (lionjc \V Annst ronq , 

WHB 10,000 watts on 710 kc. Kansas City, Missouri 

WDGY Minneapol s St. Paul 
WHB Kansas City 
WQAM Mam' 

REPRESENTED BY JOHN BUAIR A CO. 




TODAY'S RADIO FOR TODAY'S SELLING 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG (NC. 





TOPS 'EM ALL 



T 



More Listeners 




# • • 



More Sales 
per dollar 



Get the FACTS . . . see your 

H-R Representative 
or Clarke Brown man 



860 kc 



5000 watis 





Timebuyers 
at work 




SAN ANTONIO 



Radio 



Lynn Diamond, Kiiiil Mo*j;ul Co.. New York. tiiiiebuNer for Lite 
Diet Bread and I{a\co Seat Covers, thinks that "ratings shoukl 
honestly be used as a guide rather than as infalHhIe authorit)." 
Ratings, Lynn says, certain!) give indications of audience size, 
audience potential and individual market tastes and habits. These 
subtle indications— condjined with 
reliable market data, station infor- 
mation, product needs and client 
objectives lielj) make an intelli- 
trent bu\. "Both Ra\co and Lite 
Diet are local franchise operations 
which require >pecialized local 
market knowJediie and contact." 
Lynn points out. 'M've learned 
that high ratings and good sales 
resuhs don't necessariU ^^o hand 
in hand. There's often a correJa- \ 
tion. but frequently tliere isn't." 

L) nn notes that just as every market is (Hfferent so are there differ- 
ences in cHent s needs. Many people listen to early morning radio, 
for example, but this doesn't mean that it's the only yardstick of a 
good bu\ . What the client wants from his markets is as important as 
low cost-per-LOOO. "Eniil Mogul Co. has no ironclad rules. The 
only must is a buy that delivers good sales results for our clients. 

Marcellee Sanders, Guild, Bascom & Bonfigli, San Francisco, time- 
buyer for Skippy FVanut Butter and Xucoa Margarine, says that 
"the success of an agency depends upon sound, original thinking 
and a hard-headed business polic) . W ithin this framew ork, the 
bu\er must he expert in the technical aspects of the job and know 

the subtle differences between me- 
dia."" Miss Sanders deplores tying 
the hands of buyers with pre-set 
practices and patterns and unreal- 
istic restrictions. "At GB*iB, our 
media directors encourage ever) 
timehu)er to use his own judg- 
ment and to think creative^ . 
W henever one of us has an idea M e 
think w ill fit a particular cam- 
paign, ue talk it over w ith the 
media staflF. Often these ideas 
'change or augment plans alread) 
She believes latitude in buying broadcast media is espe- 
cialh necessary toda) because of the ctinstant changes in listening 
habits, new programing patterns, changing rate structures and inno- 
vations in research methods. "Those new to timebu) ing." Miss 
Sanders cautions, ''should dig deepK into every phase of the broad- 
cast medium to be alert to these shift>. This is no job for robots. 
(See story "Strictly b\ the numbers. " this is>ue. page 86.) 
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First we were first in metropolitan Richmond. Then we were first 
in ARB's 35-county Grade B area survey. And now ARB has con- 
ducted a survey covering every single county in the 100-mv. area 
of all 3 TV stations serving Richmond, Petersburg and Central 
Virginia. Here are the results of that survey. 

Out of a weekly total of 490 quarter hours 
when 2 or more stations were on the air: 



WX EX-TV was first in i 



A 




Out of 130 quarter hours from 7:30 P,M, to signoff: 



WX EX-TV was first in 




Tom TInsley, President 



NBC BASIC— CHANNEL 8 



Irvin G. Abeloff, Vice Pre*. 



National Representatives: Select Station Representatives In New York; Forjoe & Co. In Chicago, Los Angeles, 

San Francisco, Seattle; Clarke Brown In Atlanta, New Orleans, Miami, Dallas 
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WAY 




TO RUN A 
RAILROAD! 




To us, Iheios only one way to o]:erale a train, and that's to ^et all the* l)u^s out, ourselces, 



Others seem to prefer starting out by putting- a blueprint of a caboose before a hypothetical 

iron horse, 

Then callin^^ in a lot of potential ticket-buyers to su^^est ways and means. 

But the trouble is, what if some of them insist on square wheels and outside latrire^? 

That's why, even though our new syndicated series, **Boots and Saddles— the Story of the 



It's not that we're ambitious to be flamboyantly prolific. 

It's simply that **Union Pacific" passed all our own home-grrown fpsts of what makes a fine 



And mind you, we not only don't have a customer for it, we don't even know when we'll go 

looking for one to purchase a stake in it. 

The CNP method of running a railroad is to create entertainment and produce it on film at a 

pace that's at least steady. 

And have it ready to go when the market is ready. 

We like to think that over the long haul our ticket-buyers enjoy a ride with all lights showing; 
That is, they have a reasonably accurate idea of what they're riding in and also of where 



place it squarely on the tracks, turn on the lights 
and let 'er ri{) on a pre-established course. 



Fifth Cavalry," is just now released for sale, we're 
already deep into the production of '*Union Pacific."* 



show (and show is what we're in the business of) 



so we're makin' it. 



they're going. 



NBC TELEVISION FILMS A DIVISION OF 



*xvith apologies to Ogden (Utah) 




CALIFORNIA NATIONAL PRODUCTIONS. INC. 



114% MORE audience 
than Station B ALL DAY! 







Mar. -Apr, '57 Hooper in Lansing Shows 
MONDAY THRU FR!DAY 



7:00 a.m. -12 noon 
12 noon-6:00 p.m. 



WILS 

61.4 

53.7 



Station B 
23.5 
30.1 






LIVELY WATTS 




MORE listeners than all other 
stations heard in 
Lansing combined 

*Mar. thru Apr, 
average C. E. Hooper, Inc. 





LANSING 





Represented Nationally 
by 

Venard, Rintoul & 
McConnell. Inc. 





by Joe Csida 




Sponsor 
backstase 




Never underestimate Pat Weaver 

\ couple of sunny Sunda\ afterntjous a^o ni\ 
wifo and 1 wove muhVw^ flown Sutton Place, 
when along came Pat Weaver. I nder his arm 
were a half dozen larjie cards ( presumahlv stor\ 
hoards and such). On his face, as the old adver- 
tisiufi phrase had it, was the look of a man who 
is going places. And his stride made it plain he 
couldn't possihly arrive at those places fast 
enough. He whizzed. 

As a fellow who is also constanti> and simultaneously emhroiled 
in a number of di\ersified \entures. perhaps I understand S\lvester 
\j. \\ea\er, Jr. a little hetter than most. And certain!) as a scram- 
hiing type character I ha\ e infinite admiration for his Iiigli le\'el 
multitudinous scrambling. If you aren't a ver\ steady reader of the 
tradepress it is entirely possi})le that you are not quite up to date on 
l*at's activities, or have missed one or two of the smaller operations 
along the way. Let me recap. 

Most recently Pat moved ]\Iort WVrner o\er from \BC into Kai^^er 
Industries, where just a week pre\ iously it had been announced that 
Pat himself was joining the company to direct all of Kaiser's tv ad- 
vertising activities. Kaiser Industries Corporation includes Kaiser 
Steel, Kaiser Aluminum. Kaiser Engineers. Kaiser Metal Products 
and Permanente Cement. Kaiser Industries also controls 50^ of 
radio station KHVH and tv station KHVH-TV in Honolulu. Mort is 
joining up as a v. p.. who according to the release will be ''in charge 
of all the internal television activities of the affiliated Kaiser com- 
panies.'' 

No one seems to know quite what that means, although there is 
reason to believe that Kaiser wants to acquire other broadcast prop- 
erties, and there is little doubt that Kaiser will continue to spend 
millions of dollars advertising its various products and services in 
television. But this piece is about Pat. Previous to his affiliation 
with Kaiser, he, of course, had announced and launched his 
''Program Ser\ice,"' a W'^eaverish network. 

Wants t>vo-tliir(ls of lionies 

l^rogram Ser\ ice had lined up more or less firm deals with inde- 
pendent tv stations in about twenty major tele\ision markets in the 
count r} . Markets such as \ew York, Philadelphia, \\ Washington, 
Baltimore, Detroit. Chicago, Milwaukee. Minneapolis-St. Paul, Dal- 
las-Fort W'^orth. St. Louis, Boston. Buffalo. Den\ er. Los Angeles, San 
Francisco, etc. I don t know exactly how many Pat actually has 
signed, or how many he will ha\ e signed by the time the fall sea- 
son gets under w a\. But he II ha\e some, and w hat he s shooting for 
is a book-uj) with enough stations in enough markets to represent 
about two-thirds of all the homes in the countr\. 

Program Ser\'ice is also slated to produce sliows for its "member'' 
stations. I^at has already sold participating sponsorship in one such 
show. Frances Horwich's Ding Dong School, which at one tin:e 
was a strons: \BC standln to two accounts, the Ta\Ior-Reed Cor- 



voJi^^^ ^eii^s s^i^^^ 
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"A}id the )iight shell I be j'lllecl with )nusic, 
and the cares that lujest the day, 
shall fold their teiits like the Arabs, 



and as silently steal away. 



(LONGFELLOW^) 



Were you speaking of 
Nighttime Spot Radio, l\b\ Longfellow? 

It may be that people are more receptive at ni^lit than during 
the day (as thousands of salesmen will testify). 

It may be that preparation of breakfast and dinner keeps millions 
of women just as busy at those times as during their regular office and 
factory hours (and that they therefore hear more radio at night). 

But jorgetliNg such intangibles — a survey by PGW discloses some 
iaNgible figures that may jar you a little. They show that you can reach 

9.67r MORH RADIO HOMES 
Bl:T\Vi:i:N 6 AND 10 PM 
THAN BHTWEHN 6:30 AND 9 AM, 
AT THE SAME COST 

Or, to put it another way, that you may reach 

1000 HOMES (6 to 10 PM) FOR 73 CENTS 

1000 HOMES (6:30 to 9 AM) FOR 80 CENTS 

These challenging facts are worthy of your intense interest. 
Want a copy of the report? 





Petees, Geieeiix. 

Wo 0 DATA KD, 

Pioueer Statioji Represeiitatives Since 1932 



NEW YORK 

Yukon 6-^900 

CHICAGO 

PnuUntiui Piaza 
I rjukliu 2 6r5 

DETROIT 

Penobscot B/Jg, 

ATLANTA 
Ct/rnn HuUJing 

FORT WORTH 

406 ir. Set f nth St. 

FJifon 6-^^49 

HOLLYWOOD 
/~50 X. \ hie St. 
Uoll^uood 9 /6SS 

SAN FRANCISCO 
Rtas Ihuhiing 
Sutter /-r9.S 
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Sponsor backstage continued . . . 




The 

CBS Radio 
Pacific Network 
doesn't miss 
a thing! 



Consider first 
the 3 Pacific Coast 
states. Their vast 
323.000 square miles 
contain almost 6 
million radio homes. 
Well, sir, it takes 
245.000 watts 
of well placed power 
to reach 'em all. 
We have it! And if 
you market 
in the 8 other far 
west states, 
we offer you our 
Mountain Network 
to blanket that 
area, tool That's why 
we don't miss 
a thing 
— and neither 
does the advertiser 
who depends 
on us. 




I 



j)orati()ii f(M* C()C()a-Mcir>Ii. ciiul Climax Industrie> for Kid-o. a uioclel- 
in^ coinptjund. l-^in^ l)on^ is scliecluled to return to the air. \va 
"Projrraiii Ser\ ice" stations on 26 August, and will run Monda\ 
through Frida\ from 10 to 10:30 p.m. 

In uhirhvinding around the industry in the past se\eral months. 
Pat has made se\eral points in connection with Program Ser\'ice. 
rundanientall) what he's l)een pitching has heen the idea that after 
a major ad\ertis(*r has his national campaign set \ ia magazines, net- 
work tv and /or radio, he nm^t next bu\ a Pro^rram Service show* to 
he telecast \ ia PS .stations. Pat's point is that the 20 some-odd 
markets he threatens to co\ er will he the markets where the uUimate 
merchandising hattles will he fought, wliere brands will n\e or ch'e. 
And he promises to deli\er shows at minimal costs. pa\ stations 
"realistic' prices, and thus deli\er potent ad\ertising platforms in 
these ke) markets at less than normal costs. 

In a recent piece Pat himself wrote . . there are new forms of 
programing one can trj if one doesn't have to stride along with the 
cement sht)es of the network nmst-hu\ nione\ commitment — must- 
hu) program policies, nmst-huy network rates way over national 
spot rates in top market.s, nmst-hu) line-ups \va\ be\ond the major 
battleground for sales, must-bu) below the line policies that push 
prices sk) ward. . . .'' 

And some of the program forms about which Pat has become ex- 
cited have been the aforementioned Ding Dong School: a Mary 
Margaret McBride Show: a Comedy Theatre, which he says will 
feature great names in some new forms: a Saturday Aight Dance 
Party, to run from 10:30 to 12 from the Aragon Ballroom in Chi- 
cago (and for which Pat has been tr\ing to get Howard Miller, top 
dj as emcee) : a couple of powerhouse dramatic shows, and a couple 
of what Pat calls ''personality Nentures.'' 

In the meantime Kaiser Industries is contracted io run a new film 
show called Maverick being produced by Warner Bros, over the 
ABC TV network. Maverick is described as a western-adventure 
series. It does not (juite fit the description of the shows Pat was talk- 
ing about ]>roducing \ ia Program Ser\ ice. In the same piece quoted 
above Pat said: '\ . . This is a program business, and to the program 
interests, particularly the independent program companies, the art- 
ists, and their managements, the writers and producers, the creati\ e 
interests of all kinds, the tremendous flow of mone\ from the ad\er- 
tisers to a new enterprise that keeps time costs low and encourages 
all kinds of program experimentation and development will mean not 
just that another 33*^< of the available time slots for programs have 
opened up, but that these particular time slots have a wider horizon, 
and a more exciting premis(* than the "let's-pla) -it-safe, let's carbon 
copy ourselves into a nice safe rating' fellows. . . . " 

1 think I detect just a few faint smudges of carbon on a westeni- 
adventnre series, but let's not judge prematureh. Maverick hasn't 
hit the air yet. And that's a little bit beside the point an\ wa\ . I am 
just curious to see w hat Pat Weaver of FVogram Ser\ ice is going to 
sav to Pat Weaver of Kaiser Industries, and \ ice \ersa. when these 
two gents get to bu\ing aiul selling tv programs in connection with 
Kaiser's se\eral advertising and merchandising jobs. It'll be inter- 
estinu. Pat alwa\ s is. And in it nn«:bt even be found a lesson or two 
for other clients. rSever underestimate the power of Mr. Weaver. 
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NEW SPEAKERS 




between 6 and 9 PM 



irnEtl3[ferftation'*s' Capital ! = 




98M i i . 




In Washin^on, between the hours of 6 and 9 PM, the 
majority of all radios tuned in are tuned to WRC. During 
this time period, WRC wins a 31.3% share of audience... a 
25% advantage over the second station! 

Principally responsible for this handsome evening margin are 
WRC's local personalities. Leading off are newscasters Bill 
Sprague and Bryson Rash with greater audiences in their respective time 
periods than all other stations combined. Sportscaster Jim Simpson, who 
follows, has more than twice the audience of any competitor, and popular 
disc jockey Al Ross very nearly matches this record! 

In Washington's 17-radio-station market, authority of this sort means 
quick buying response from listeners. Have WRC Radio speak for you in 
the nation's Capital. 



WRC -980 



WASHINGTON. D. C SOLD BY InBCI SPOT SALES 



SSI Be poj^~ Washington, D. C., Area^May, 19S7 



89.4"'^ Share of Audience 

low cost per 1000 
in class G time 



JIMMY DEAN SHOW 




Monday 
through 
Friday 

7.00 
am 



RICHARD HOTTELET 



Monday 

through 

Friday 
7:45 

am 

8:45 

am 




CAPTAIN KANGAROO 

Monday 
through 
Friday 

4 s °° 




am 





TV Homes Per 
Broddcost* 


4.Week 
Cumulotlve* 


Jimmy Dean 


1 36,500 


464,100 


Kangaroo 


151,200 


436,200 


CBS and Local 
News-Weather 

7:45-8:00 am 


129,100 


407,300 


8:45-9:00 am 


1 46,600 


421,000 


*7:00 to 9:00 o.m. 
source: Nielsen 
NSI Report 
Moy. 1957 




'Highest 
quorler- 
hour 
in progrom 




SUNPAPERS TELEVISION, BALTIMORE, MD, 

TELEVISION AFFIIUTE OF THE 
COLUMBIA BROADCASTING SYSTEM 
Represented by THE KATZ AGENCY, Inc. 
New York, Detroit, St. l<5uis. Son Froncisco. 
Ch icogo, Aflonfo, Dollos, Los Angeles 



I 



News and views for tvornen in 
advertising and wives of admen 



Women's week 



On business trips: As account executives, media men and agency 
tv j)roducers are required to make more and more field trips, there's 
a general uprising among agenc\ wives who feel the\'re being left 
out of the excitement. 

Because of the discontent, a growing number of agencymen have 
been taking their wives along when tlie trip encompassed \acation- 
t\ j)e areas and was likely to last over a week. But generally the idea 
has backfired. 

The consensus anions wives inter; iew ed bv SPONSOR : ''\ever ao^ain." 
Their complaints: 

1. They saw their husbands less than they do when back home. 

2. Every social engagement had a business puri)Ose. 

3. Last-minute changes in schedule threw ofl packing and plan- 
ning for the trip. 

4. The pressure of work the husbands had to get done put a strain 
on the whole trip, including "that promised free weekend at the end." 

5. l^pon their return, the husbands found some resentments 
within the agency from men whoso wives are now^ pressuring them 
to take them along the next time. 

"Don'f- lie to women": On 16 Julv. the Ad Club of Sioux Citv. 
Iowa, tried an experiment that's stirred comment e\ er since. In- 
stead of in\ iting a professional man to address the group on better 
selling tv copy, the club invited Mrs. F. H. (Betty) Foxen, Univer- 
sity of South Dakota graduate, and "'a housewife."' 

Said she to admen attending the AFA district meeting: ''X^'^e 
I women) resent sweeping and implausible claims. I saw an ad 
just the other day for a sewing machine. It showed a picture of a 
beautiful blouse embroidered and monogramed. w ith the caption 
'if }ou can boil an egg you can make this blouse.' \ow this is just 
not true. 1 hapj:)en to have the machine advertised and itV a mar- 
\elous machine. It does lots of tbino^s, and I hne it. But \ou do 
ha\ e to have knowledge of sew in<r before vou can do fanc\ thin^^s." 

Bett\ Foxen also mentioned the results of an informal survey she 
took among her friends to find out what tv commercials they liked 
best. She found thev were Jello's Chinese babv, Hamm's. Kraft's 
cheese receipes and Cutrite. 

Traveling promotion director: Grace .McElvcen. j^romotion direc- 
tor of \\^AFB-TV. Baton Rouge. Louisiana, considers most of her 
job ''a vacation and a lark."* This doesn t mean that she doesn't 
put in a 12diour day. she points out. 

Among the national promotion contests which Grace has won 
were some built around the FaI Sullivan Show, Cinderella, the Lucy 
Show, Rin Tin Tin, The Millionaire, 

According to Aubre\ W^illiams Advertising, the job >he"s done for 
the station has belj^ed gi\e XV^AFB-TX^ four out of fi\e top nighttime 
shows, eight out of 10 top morning shows in terms of audience. 

For Grace, it has netted trips to New York, the Hose Bowl and the 
South Sea Islands, as j)romotion contest winner. 
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Co vering the Virgin Market of Central W. Va.-Clarksbiirg-Fairmont-Morgantown 

CAPTIVE AUDIENCE, 6()5.()()() POPULATION. Cradled in tlio liills of \Ve<t Virginia. tlii> lii>ty. lliriviiig 
market — ricli in coal, oil and gas — untouched to date by a direct TX s^ignal — is all your? on wbov-tv. 

Budget now for Fall and ^\'inter sales on \vboy-t\. 



INTERCONNECTED WITH 




A member of The Friendly Group WSTV, WSTV-TV Steubenvi Me; KODE. KODE-TV. Joplin; 

WBOY. WBOY-TV. Clarksburg; VVPIT. Pittsburgh; WPAR, Parkersburg. 



George Clinton, General Manager • Represented by Avery-Knodel 



National Sis. Mgr., Rod Gibson, 52 Vanderbilt Ave., New York. MUrray H' I 3-6977 
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Mark this marke 



on your list! 



I 



IT 



CENTRAL AND SOUTHERN ALABAMA is the home of 
1,000,000 people in 35 counties — o/ze-z/nVt/ of 
Alabama's population and retail sales! 

You reach this big and growing market only 
tlirough WSFA-TV's maximum-power VHF 
signal. You cannot cover it with any other TV 
station or combination of stations! 

Mark Central and Southern Alabama on your 
list. ..and buy it with WSFA-TV! 




JFSFA-TV's 35 Alabama counties* 

Population 1,093 M 

Retail Sales $ 741,63700 

Food Store Sales $ 1 84,927 M 

Drug Store Sales $ 21,85900 

Effective Buying Income $1,062,69000 

* Does not include 3 Georgia and 3 Florida bonus counti^ 

W 

Source: Sales Management Survey of Buying Pert, 
May 1957. 




The WKY Television System, Inc. 



IV 
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ALABAMA 




MONTGOMERY 

Channel 12 NBC/ABC 



Oklahoma City 



Represented by fhe Katz Agency 
WTVT Tampa - St. Petersburg 



10 AUGUST 1957 
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Handy BookmaTk Series 



Keep your place 
in Los Angeles 

with KTTV 




see 



to© 




d'><<^ v,\\\. ^-^^"^ 




©V- 





49th are 
Madisoi 



No switch for Noxzema 

In your Julv 13th issue. \ ou li^t Nox- 
zema as going from SSCB to Mac- 
Man us, John & Adams, quoting a 
hudget of $2,000,000. 

The Noxzema Chemical Company 
was SSCH's first account Avhen Me 
started the agency in 1946. We have 
all of the Xoxzema account with the 
exception of the shaving products 
which we could not handle because we 
had been assigned Rise by Carter 
Products. 

These \oxzema Shave products are 
handled by MacManus. John & Ada ms. 

Ray Sullivan, president 
SSCB, New York 

# .Spon-nr's thankf^ to rra4ltT Sullivan for spot- 
ting the 4Tror in a Spoii*»or-Sr«pc C'liart. 



Tip-off for time sellers 

The response to the VOLVO article in 
sponsor's last issue was amazing. First 
it alerted ever\ time salesmen and 
many media people to us so that they 
not onlv hit us for sales but actuallv 
understood our needs and objectives 
when thev did so. In addition, from 
the personal angle man\ old acquaint- 
ances in ad business spotted it and 
called me. 

But most important b\ putting us in 
contact with radio stations and repre- 
sentatives it helped speed up our plans 
to extend \ OLVO's campaign into the 
deep south and New England. 

Dick Elfenbein. 

Sew York timehuyer^ 

Advertising Agencies, Inc. 

• Dick Klfenhfin ha*, put hi> fi nprr on one of 
tti4^ fm|*.ii*ntl\ o\ iTlookrd ai4\antaprs to an in- 
(]u«'tr> of tratte prci^ts ro\crfiS(*: coinniunication 
lii*t%M*rn l»u\er anil scIUt. 



Open letter to Roy Smith 

This is an open letter to Ron V. 
Smith, station rep for KTVA, Anchor- 
age. Alaska, whose letter to the editor 
appeared in this space last week. 

First, let me apologize, Roy. There 
reall) no excuse for my stupidit\ : 
that it what it was to be sure. Unfor- 
tunately. I was not smart enough to 
realize that bv talking about one sta- 
tion, in glowing terms. I would in turn 
seeminsb be detrimental to another. 
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M \ M*:*:*'^! |)i t»l>lt'iii ill l)ii^iiit**-s is 
(•iitlui^ia.siii. 1 In'raiiit' riillmsi;i>ii(' 
al>out \hiskii. I luMariic t'lilluisuistic 
al>oiit tin* I \\a^ o\ rv- 

wIicIiikmI 1>\ lilt* coiMlfsx rxtorrdt'd lo 
lilt* \ ia KICM. St) I iittrrirpttMl tt» f\- 
|>rt'^s ru\ a|)j>rft'ialit>ri tt» tlit*m l»\ |)t»r- 
tra\iM*: smuc of tirt* t*\ritrriit»iit cnn- 
\t'\t'tl tt» nit* 1)\ llit'ir |)t*t)|)lt*. Jristifirtl 
t*\('itt*mt*iit aritl pritit*, I niitilil at It I, 
al)t)iit tht*ir facilltit's anil t>|)t'rati(»M aritl 
ihf futuit* of l\ in \laska. 

\(tiiall\. from thrtn I «;t)t a ft*t'lni«: 
t)f lit)\\ riitt*lli':erit aiitl iiioilrrn tlit* tv 
|K*t)|)lt* ill tlu' IViTitt)r\ art*. W lit* it* 1 
\\t*iit \\rt)rit: \\a> l)\ iit)t rt'ali/iii': tlial 
tlit)st* 1 iiit*l art* typical t)f this spirit 
. . . that t)tht*r fat'ilitit*s t*(|iiall\ «i:t>t)(l 
t*\i>t. riiis is what 1 shoirld ha\ t* 
>aiil [ill the 20 Jnl\ \'*t*iu\\ Ad Lihs 
rt>luiiiii]. H\ lt*a\iii»: it t>ut. I did mhx 
harm. V^aiii. it was iiiiiiitt'iUioiud aiitl 
1 can onl\ sa\ Tin st»rr\. 

lu)l>orl L. rt>rfinan, 
vice president, 
HIiIKh Xcw York 

How to Check tv Results 

WV reati \t)ur ifcent 5i)t)nsor \sks ct)|- 
uinn on cht*ekinir tt*le\ isit)n ronlts Jul\ 
i>sue. paue with intt^rt*st. Here's our 
iiietliotl. 

Fow ler. Dick and W alker ha\ c a 
fi\ e-ininute sht)pping program tt*le- 
\ ised li\e in the stt>re five davs a 
week. The fi\e-minute program is 
hacked up with 10 I.D.'s which folh)w 
during the day. Fach prt>gram fea- 
tures twt) clashes of related merchan- 
dise \vi apprt)\imalel\ tw o to six 
items to a program. 

To evaluate the results hrouaht 1)\ 
each sht)w the department tallies the 
nund)er of items that were sold durinjr 
the three da\s following the show. 
Ht)wever, on items that ha\e a hijrh 
unit value, such a> applianct^s. the re- 
sults are tahulated o\ er a tw o-week 
period. 

W hen tahulating re--ults it i> uece>- 
sary to take into rt)iHideration the >ea- 
son. regular price t)r price promt>tit)n. 
limited time offer merchandise, simi- 
lar merchandise in department, etc. 
lOne slip at S3.99 that was featuretl 
sold 4o pieces, a >inular -lip at .S2.99 
nut on the program st)ld 130 pieces in 
three da\ s. The department heati 
credited the increased sale of the S2.99 
slips to the program. I 

John J. Green. Jr.. adv. ms^r, 
F Older, Dick and Walker. 
Wilkes Barre 



WCUE IS NO 1 

IN AKRON 

Between 8 A.M. and 5 P.M. 

daily, WCUE delivers 

more listeners for your 

ad dollar than any 

other Akron station. 

(In all other periods, just 

a gnat's whisker away from first.)''' 

See your JEPCO Man for 

details or call WCUE Sales 

Veep, Jack Maurer, FRanklin 6-7114 

'^ost ,.r thouijnd tu ba,. on Pu A r 







r The ELLIOT STATIONS ^ 

gnat independents • good neig/ibors j 


f 

r TIM ELUOT, Prasld«nt ^ 



. Akron. Ohio - WCUE . W I C E - Provid e nc«. R, K 



The John E. Pearson Co. National Representatives 
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BLAST OFF ! 




KBET is now preparing to go sky-high in audience 

with M-G-M Pictures . . . (take-off is scheduled for September!) 




ONLY KBET GIVES YOU BOTH 



SACRAMENTO 



STOCKTON 



TOTAL AREA SET COUNT: 

413,249 




KBET-TV 



CHANNEL 10 



SACRAMENTO 

BASIC 




CALIFORNIA 

CBS OUTLET 



Call H'R Television, Inc. for Current Avails 
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THE BARTER PROBLEM 



Confusion anion<; l)uvrrs is illiistratrd hv nireliny; callrd 
this week l)y agency nu'dia director, >vlio told reps: ''We buy barter. 
We don't like it. What can von and the stations do about it?'' 



by Evelyn Konrad 



^piiis week roiifu>i()ii o\ er t\ harler liad readied this 
strange staue: A media director who lias boimlit I)arter. 
but doeMrt like it. called station re|jrc>entati\ es together 
for a clo>ed-doors nieetinir in hi? ollice. 

"W e're both confused and concerned aliout barter at thi< 
point." the media director ( Crey'- Larr\ Deckingerl told 
"We want to know what the -stations and tlu* 
whole industry intend to do about it." (See aI>o Spon- 
•^or-Scope page 11.) 

This media director wa< just one of man\ >une\ed b\ 
SIH)-\S0R who expressed concern o\er a situation which has 
been growinsr in recent months tlinuizh not alwa\s a< fast 
as trade talk would indicate. 

This is where barter stands in mid-summer. 19o7. 

► A sizable rninon'ly of tv stations are involved in barter 
deals. Time Merchants. Inc.. broker> of bartered time, claim 



that Ie» tluin two do/en .station-- Iia\(* not cnncluded ^umc 
form of I)art(M. T(de\ i>ion Cleui ini: Ibm-e. a t\ ^tatinn 
consultant firm wIio>e a( ti\itie> include accpjirin;^ m(M( Iian- 
dise for >tations \ ia >hort term barter deal-, -tate- it work-- 
for \ "-tation-. >roNs()H has -een lineujis for barter client- 
nund)erinu at I(M-t IK) stations. 

► A v^rou imx ninnher of arh crti^^crs are lunkini: into 
bart(M. I IuMe'- a feelinii tliat 'Voniebtuh s ccttintr it wliole- 
>ale. and we don't want to I>e left uut. ' \momr the* knnwn 
u>er> of barter time are -ucli ad\erti-(^r> a- Le-tf»il. Ideal 
To\ Co.. R\qui>'te Korni lira-. IMnk Ice. Charle- \ntcll. 
International Latex. -e\(MaI airline^-, appliance manufac- 
turers, to mention a -mail cro->--tM-tinn. lUit an in( rea-ing 
nund>er of indi\ idual barter time :i!^ent- are ofTerinsz -ucli 
deals to more and more blue chip package good- companie-^. 
Ihu- far none of the blue-cliip- Iia\e bouizht barter. 
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ARTER BROKER, as udditio iial iniddleiiiaii between station and client, collects couir 



■Hi' \ 




I 




► Virtually every major agency is 
now iiiakiiijr a study of barter or has 
alrccul} done so. Media executi\es at 
J. Walter 1'li(>iii|)soii, MeCann-Erick- 
son. Y&K. C. J. LaRoehe, Donahue & 
Coe. Daiieer-Fitzgerald-Sample, Grey 
are aiiioiij: llie \\nm\ known to ha\e 
e\aluat(Hl the |)ro-. and cons of hart(*r. 
Some harter bn\s lia\e been connnis- 
sioiuible: nian\ have b\-])as?ed the 
aiieiic\. Hut whether the a^rencv £:ets 
a commission or not, media ])eo]jle in 
general sec it tliis wa\ : ''W e know 
}ou're su]j]josed to get bulk announce- 
ments at a huge discount, hut it still 
doesn't look like an efTicieiit and re- 
liable media bu\ to us." (The quote 
is from a major agency's study of 
barter.) 

► New jonns of barter deals are 
s])ringiiig u]) and gathering momentum. 
One of tlie deals gaining popularit\ 
among small-budget advertisers previ- 
ously unable to afford the medium is 
the "Pink lee ])attern."" This adver- 
tiser bought up some film properties 
and went to stations without a middle- 
man. Most recent client to consider 
this t\pe of swciji is a women's apparel 
advertiser who feels forced into barter 
by his major com]ietitor's bulk buys. 

Despite a growing interest in barter 
among sf)me types of client, the pre- 
donn'nant attitude is one of ''We can't 
miss out on a bargain'" rather than a 
deep-rooted con\ iction that a barter 
buy is the answer to a major market- 
ing or media problem. It's therefore 
important to clients who ma\ be con- 
sidering barter to study the experience 
of other advertisers who have used it. 

Media men who've analyzed barter 
bu\s come up with the follow ing evalu- 
ation : 

1. ITs a cheap buy, but how 

cheap is hard to ])iii down. The value 
of a barter schedule hiniies on how 
closely it can be tailored to a client s 
needs. Since such a schedule consists 
of pre\ iously unsold station time, it 
has to include time ])eriods the client 
would not otherwise buv. 

In the case of its barter bu\ last 
spring on 20-])his stations. Ideal To\ 
Co. feels that it a(diieved considerable 
discounts ofT normal rates. Meres 



how this bu\ worked out. Ideal To^ 
Co. arranged the barter deal through 
Time Merchants, who. in turn, secured 
much of the time from Television 
Clearing House, the firm that trades 
merchandise for time as |)art of what it 
terms a station consultant ser\ ice. 
Ideal used merchandise instead of cash, 
the stations got the toys, or other mer- 
chandise from 1Vle\ ision Clearing 
House. 

Ideal To} made the deal on a whole- 
sale ]3rice \'ersus one-time card rate 
basis. Thus. If a to\ wholesales at SI. 
Ideal To} got $1 worth of announce- 
ment time on the one-time card rate. 

The bulk of the schedule the com- 
pany got throughout the country was 
in the 4:00 to 6:00 |).m. jirograining 
period, on a short-term basis. 

"W^e feel satisfied with the buv."' 
>ays Mel Helitzer. Ideal Toy ad man- 
ager. "Barter increased the amount 
of tv advertising we've been able to 
do and the amount of monev spent 
per station. It's true that we would 
have skipped a number of markets to 
which we spread ourselves had this 
been a cash deal. But it w ould be 
impossible to base an entire media plan 
on barter alone. \W* buv on a rate 
card basis too to cover our major 
markets.'' 

2. Many clieiils and ageneie* 
fear barter bu\s mav not be reliable. 
As a number of media directors told 
SPONSOR, most barter time agents \ ir- 
tuallv ask for a blank check, mention- 
ing vague lists of markets, but not 
coming up with stations and times un- 
til there's cash on the barrelhead. 

There are exceptions. Some clients 
who've bought barter time have been 
able to demand detailed station lists 
prior to a full |)ayment for their entire 
contract. In general, the barter sched- 
ules, how ever, are the product of w heel- 
injr and dealinsr bv the barter time 
agent after be has a firm cash order 
with which he can approach the sta- 
tions. 

Time Merchants, which has commit- 
ments for time from film svndlcators. 
claims that by combining the various 
schedules provided by the s}ndicators 
thev can satisfv virtuallv anv adver- 



I 



Stations niercliaiuh^o for pri/e> or t)\\n u^v in return for slu»rt-tenn spot campaign 
\ia Tv Clearinj: Iloiisr. \t left, Jaek Ka-kin. TCH v.p. 



iroiii BARTER BUYER 




ti^t'i'^ iift'd. \(>iictli('l(NN, >('\('ral a»:<'ii- 
cifH tluil ^a\t' >iiin of "real iiilcrr'-t" 
tt> lilt* <'\l('n( nt lia\ in*; a client bndu- 
t't a \ ailal»l(\ had a tlillinilt time <j:ct- 
(in*: >|)tTifi( N, told m»(1n>()U. 

Sa\s (Ik* media dii<M t(»r of one >\u U 
a<^ene\, who's had ]>i(*\ioiw e\])(Mience 
in l>ii\ ing hai ((*r x hedide^ : " I he 
elient (*an jze( a flood of annoiinei*- 
nients al a low eo>l thi> wa\. and he 
does a h»t of e\|)it--nie. I fell also 
reaeli [)(M)|)le al lea--( a^ (*|llei<'ntl\ a^ 
he would for rate card and he eaii get 
\iituall\ an\ (inie, l>iit, \oii paN \oui 
eash and \ou don'l know what \on'n» 
«;ettin«: — rij:ht now, let alone next 
week." 

Once the'deaTs eonelnded and the 
sehednle i> on the air, watch out. One 
client was j)n»nii>ed alluhnits of j)er- 
forinane(» from on<* hartiM middh* man. 
rath(M than direct from the stations. 
He hasn't seen them \et, hut feels the 
tinu* hasn't run out since sonu^ sched- 
ule-- are ^till on the air. 

"W e nu*nitored our schedule in some 
cities and did come out prett\ fair," 
the client tohl SPONSOH. "Hut we had 
to k<»ej> the stations on their toes h\ 
<endinjr salesmen o\er whene\er the 
announcements, didn't a})]>ear, W'^e ran 
into the preemption prohlem we (I ex- 
pected and we didn t get the same t\pe 
of treatment from tlie station that 

card-rate ad\ertisers iret." 

*^ 

3, riie que?ilioiial)le eeoiiouiic 
edieieiiev of harter practice^ has ad- 
men scratching their heads. I he un- 
derthe-counter bulk bu\ starts out 
cheap. Hut l>v the time \ on ])a\ , as 
nian\ as two middlemen ha\e to take 
their cut. 

The fact there ina\ he two middle- 
men doe> not nece><aril\ detract from 
the economic ad\ antaae to the client, 
particularly >ince the harter middle- 
men frequent I) replace a station rep 
and even a^zenc^ commission. It's true, 
howe\er, that the barterers themselves 
these da\s prefer aoinii thvouiih the 
client "s aiiencv. Aizeuc\ commission 
in such instances is paid 1)\ the manu- 
facturer himself according to his ar- 
vanaement with the a£renc\ . 

\ Please turn to pas:e TO) 



A media director who tried barter gives his 
frank appraisal of barter's pros and cons"^ 

Why did you consider buying barter time in the first place? 

I he recpic'-l'- weie coMiin;»' in from onr client^- and we weie pre — nird 
into in\ e^t igat iiiu' it. ( )im t lieiit^ had hern appro^K hrd di recti; b\ 
the barterers and lhe\ W ^^otten a ta-te foi bn\ in;^ **\\ linlc^jle." \\\ 
the time we weie bronuht into the act. the client wa^ thoriMi;^hl\ 
eon \ i need he w a^ *!ctt in;^ a bar;; a in. none of th** d i^-adx anta;j:e^ w r 
pointed out to him cliangiMl hi> mind. He^lde--. ^^ hi^ a«:entN. it"-- onr 
re>pnnsd>ilit \ to make the be-t poN^iMr bm wr can ;^et for hini. 

Did you find barter to be an effective and economic media buy? 

In some wa\^ \\v did. or we would lune continued fightin;r the bu\. 
The client got a lot of exposure he couhin t lune a(Tor<letl on the rate 
card. y\lso the calil er of the s< hednle we were olTered wa^ ■-urpri--in^d\ 
good, with a nundter of ("la^^ \ and e\en \\ annonncement^ thrown 
in. For the client it'^ a real bargain. We figure he get-- a-- nnnh a- 
2o^^j ofT. Ihit in return for the lower rale*-, he trarle- in the "-ecurilx 
of a continuou-- scIkmIuIc, \^ the aiiencN \\v found we couhl "o after 
the deal and im])ro\e the hedule. We were aNo able to merchandi-e 
the hu\ to the sale^ font* and trade beeau-e w(* couhl <lrum up a lot 
t»f noise about tht* .^heer \ olunie of connnerriaU to run |)(M' market. 

If it's such a good deal, why don't you buy more of It? 

It s far from Ix^ingr an unmixed bles^inji. For examj)le. \ou\(* ^ot a 
de\ ilish time tr\ ing to pin down exartl\ what \ou re frettin*: before 
\ ou pa\ out th(* cai=ih. I"\ <mi when a t<Mitati\e scherhde i-- set np. \ on 
can't trust them to deli\er it. We'd like to make onr d(*al on the ba-i- 
of individual contracts and aflida; it-- from the -stations, but the barterer- 
themselves siun \ ou un ^olid before the\ let \ou iret clo-e. \bo, while 
some of the announcement^ are reall\ to]) ([ualit\. mo-t of th(Mn float --o 
nmch that \ ou can t e\er be sure whether \ou'll be between ("rodfre\ 
and ^b)0re or before the >unda\ morning church program. I he co-t 
to the agenc\ of handling a barter contract is far higher than a regular 
s|)ot l)u\ because <»f tlie ])o|icing neccssarx oaice negutialing i> n\er. 

What adverse effects do you feel barter may have on tv? 

Its putting us all into the 1 bird \\enu(* thrift shop busines--. with no 
single hu\ comparable to any other. It undermine-- the rate card, the 
stabilitv of the business and the standard- of eflicient nie<lia bn\in:i. 
Instead of evaluating a bu\ on the ha--i^ of t\pe and si/e <»f audieiKc 
reached. cost-per-l,0()0, penetration of me^^age and other ad\(*rti-ing 
measurements, the bartiM* clients e\aluate it on the ba-i-- of "how whole- 
sale'' the buv is. Barter also afTect-- the charac ter of a -tation afl\ei-el\. 
How can we know we re Inning at the be-t po--ible price, if we know 
the station has barter time ])eriods. undercutting it- own rate card.'' 

Has barter affected the other spot tv clients in your agency? 

In some wa\s, l*\)r one thing, the reps ariMi t hap])\ about our barter 
client and the\ can make bu\ inir toucher for onr other account-. \l-o t»ur 
other accounts are beginning to feel tlun re subsidizing tlu* barterer-. 

"The me 4 tnt^r u .uki I sCOV-^OH > II - «. r 
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HOW TO INSURE 

FULL VALUE 

FROM NETWORK TV 

Priideiilial Iiisiiraiice Co. gives a hard proiiiotioiial push 
lo lis soll-selliii«5 network Iv iiivestineiit of $3.8 
iiiillioii. Direct mail and merchandising ellorts reach 
20,000 agents, 60,000 teachers as well as the }>ul)lic 



Traditional insurance approach of 82-year-ol(l Prudential has heeu institutional hut 
v.p. -secretary Frederick 11. Groel has added a modern blend of mootl and nierchandisinj: 




Modern concepts are planned by this Reach, McClinton agency group: (from 1.) 
Thomas Croliu-, account exec: H. L. McClinton, pre^. : Robert Rohh, sr. v.p.-account supei. 




SNKWARK, \. J. 
ixt) \ears ago when families were 
|)a)iiijr three rents a week for father's 
burial insurance, the Prudential Insur- 
ance Co. launched its famous Kock of 
Gibraltar as an advertising symbol. 
Toda). Prudential is telling the same 
stor) the rock has symbolized all tbese 
jears — uith tele\nsion. 

Tele\ ision ''is as efTective as am me- 
dium could ever be for us," is the uav 

• 

Prudential \ ice president and secretary 
Frederick 11. Croel ])uts it. He's sen- 
ior ofIic(»r in direct charge of an adver- 
tising-sales ])romotion program which 
costs the company more than S7 mil- 
lion a \ear — and S3. 8 million of this 
goes for a network television ])rogram. 

PrudentiaFs ad\ertising matches its 
sales story, which is almost entirelv 
s) mholic. "After all,"' sa\ s Groel, 
"what are we selling except a piece of 
paper? And a promise to redeem that 
])aper for mone\ \ ears hence? Tlie 
first thing people think o/ in bu}ing 
this ])iece of paper is whether it will be 
honored after they are dead. Thev 
want assurance that the company has 
stability and strenofth.'" 

His job and that of the Reach. Mc- 
Clinton & Co. agency, New York: ''to 
keep our name and slogan before the 
public and to create the right atmos- 
phere in which to do business.'' 

The rock symbolizes indestructibil- 
ity, strength, endurance. reliabilit\. In 
the (dd days of print-only advertising 
the rock was the focal point of a thou- 
sand different illustrations. With Pru- 
(lentiaTs push into television the rock 
has been retained as a trademark but 
its ini]dicit meanings ha\ e been trans- 
lated into the commercial and show. 

For the past three seasons the show 
has been CBS TV's ) ou Are There. 
This cominoj season Prudential begins 
a new tv \enture. The Ticentieth Cen- 
tury. being developed by the news and 
public atiairs unit of CBS T\ . 

Robert \\\ Robb. senior \ ice ])resident 
of the agency and Prudential account 
^upervisor. sa\ > these are requirements 
for his client's tv effort : < 1 I station cov- 
erage, with every ajrent in an area with 
a t\' station hacked b\ the new show 
(the lineup is now 147, is expected to 
go higher!: (21 a format which re- 
flects credit on the company, even at 
the possible sacrifice of audience be- 
cause "the kind of shows which get the 
to]) ratings usualh would not reflect 
company management and polic\ '; 
(3) overtones of education and public 
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srr\ ;is well ;r< nit(M liiiinrHMil in n 
-show "I lie |H*(*si(|('iit i< inoiid of inn I 
wliicli n^cnls in ihr fn-ld iiUo likr." 

1*1 ii(l(Mitial un(» uf iIk* first insnr- 
anc(» conipiinic*^ to (Mtlicr r;nlio or 
l\. I**ur >('\('r;il \(Mr^ it ^|>onsurr<l / hr 
1*1 udciitiid huniily l/ottr, i\ SnrnkiN 
r\t*nin^ show. It scortMl ^r(\it >in'(i**-s 
w'liU lioiiscw i\ r> nnd with its 2l),()t)i) 
fudd ni(*M in |)r(»-t\ da\s l»\ .spoM>orin^ 
Jnck l!(M'rh on riidiu (hirin<! th(' noon 
honr for S(*\(Mi \(*irs. Its (ir>l \(Mitnrr 
into t\ \\ as a drama >h(»\\ . 77/r /V//- 
(lential Fainih Pl(t \ honsr. 

In ihr I\ 50's, huwtncT. < ircnla- 
li(oi was niorr iinpoitant than thr pro- 
5;rani in rrndrntiars t\ ad\*Mti^inir. Ta 
p'i a hi^'i:(M station lincuip tlu* clicMit 
bought |)tirli( i|iations in tlu* Sid Cat*- 
sar-hno^MMK* Carn S/totr of S/totrs on 
\l\C T\\ i\ii(l it had a da\tinir sog- 
nuMit (jf t^arr\ Moore* on CHS 

m 

l)Ut coNoraiie* i> onl\ am* of tin* com- 
pan\'*H ohj(»cti\ (»^, which i*- wh\ Pru- 
dential lhr(*r \rars aiio started nirnd- 

I. 

ing its fonres in othrr (lirrc*ti(nis. 

Yott Arr There and the Air Poner 
scries, the latter a (ihn produced by CI)S 



and tli(» \ii I'(»rccinid tclccd^-l a^ a part 
uf the ) tftt ire There feature, accom- 
plished all the insurance compan\'s o|>. 
jecii\cs. (iroci thinks Ttt rnfirfh (.'rrt- 
fttry will do the siinie. I Ik* *)7' , 
I'alional cu\(»ra:;c is ^real. Hut e(|ual- 
l\ dcsirahK* aic the maintcnan< r of 
"hi^li piesiio,." ;,|,,| J do(»v-opcnci for 
Prudential agents. 

I*r(»sidciit (iarrol M. ^lianks. * oni- 
mentin^' on ratin;^^. >;iid: ">omc \cars 
hack we tri(»(l fur iatin*!s hnt wc ha\e 
abandoned the ciTort. \ aude\ ille shows 
and the lik(» arc not for us. \\ (» are 
conc(Mned ahont tin* connnercial end. 
c(Mtainl\. lint our pro^'rarns nnist 
make a eontrihtuion. 

"We are tr\in;r to build prcstij:** for 
tin* compauN. \\ e'r(* not s^llin^' soap. 
^ ou uii;:ht s:i\ we want a rating' with 
dijiuit) 

Hnrkstop for n*:riitsr Field men arc 
important to an\ orj:anization bnt in- 
sn ranee compan\ a^^Mits a re \ ital to 
the compau\'s Mir\i\al. If the\ n* 
pr(iud of llieir conipan\ and eutluisi- 
astic. the\ II (all on p(M>ph» and >ell 



thcni. If thc\ 'rr apathetic and < r iti< a I. 
lhc\ 'II ^o to a bas(d>all ;;a me. I*ru- 
dcnliafs ^iiiietuic is different from that 
of man\ competitors in ihcrl nn»st of it*; 
agents foi i\2 \ e;n ^ ha\e tra\e|ed door- 

lo-dooi i[[ ;i small *feoji; i nphi* a I area» 
known as i\ debit, to nitike werkK or 
n'onlhb M>lle( tioris. to ;rd\isr on f;rm- 
d\ problenis iind of (onr^e to be- 
come a pait of the housrhold. 

\d\ CI t i^iii;^ cant lephice the per- 
sonal sclliiio of the^e a;ients. s;i\^ 
Kobb. lie knows liv^t hand be( au^e 
he spends ;[hont half of his time tra\eb 
in^' a round to Prudent ia I s vi\ scnii- 
an tonon ions oil K es ill the I nnd ( !an- 
ada. \d\ertisin^' docsn I sr||. but "it 
helps oiii a;;cnt- do it." 

I he a;:cnt needs ba( kstoppin;^. \d. 
\(Mtisin<: "makes hi*. conipan\ better 
known and makes him a mor(» welcome 
caller. I le (h»es||*t ha\c to s(dl the com- 
pan\ before* Ik* tries {^^ vr|| the iiisur- 
an( (\ ' \d\ei tisin^' strcs^-c^ (Ik* basic 
needs which in-uraucc can fdl and in- 
f(ii ins and n minds p(M»p|e how it can 
solve their famiK problem-. It empha- 
>\/.r> "s(.(. \(jui I'rudential a;;ent" and 



Network tv promotion reaches every company and consumer level 



Television 
teaching aid 



WW* M patvom 



Level one: TEACHERS 

Prudential aini> for future bu^iiie-^ \\ith 
its Telex ision Tearhinji \\d ^enl to 60.- 
000 ieaclier< l)ef»>re each You -ire There 
telrra'^t and nexv Twentieth Century 

• 

^vhieh (lel»nt> 20 Oct. **Noncomnierciar* 
aid oiulines the upcoming tv ^liow, give^ 
background on the lii>toriral event, sug- 
ge>ts reading niatnT and related school- 
room activities. The "homework" will ^lill 
he Sunday viewing of the tv program 




TThe 
wentleth 

Centuiy" 




ATi7M»C 
RAP/ATIOIS/ 




Level two: CONSUMERS 

K\ery Prurient ial ofTice w ill feature thi* 
life-^ize cutout of ( B> T\ \^ alter Cron- 
kite, who will emcee Twentieth Cen- 
tury ^erie-. >creen i- a hi aek hoard 





vmmm* 




1 



Level three: AGENTS 

• 

More than 20.000 company agcni-. the 
door-to-door *ale-nien, get a w eekly ad- 
vance new^ bulletin on the upcoming Iv 
-how. It'- both a door-opener and a con- 
\er-ation piece, cement- the nuuh-needed 
feeling that th*- tv ad\erti>ing i- the 
agent s own -how. lie aNo gel- premium 
stutTer^. blotter-. gi\eawa>- for kid^. cal- 
endar-. \t area -ale- meeiin:zs the a^ent- 
-ee a 1 J-minnle film on ad\erti-inj: 
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Kiinnds people the\"ll 1 niefit 1)\ >ee- 
ip.^ him. 

The a*i<Mit> know the llieor\ of thi^ 
haek-stopping aiul lhe\ know full \\(*11 
tht' ^ucees^fiil piaetiee of it in terms 
(►f t\. >a\^ (/loel. )'ou Are There at- 
traetetl a ''\er\ sul)slantial audience" 
in the period of a montli, and a hijzh 
rale of turno\er in that audience. 
"We'd nmch rather lune a lot of dif- 
ferent people seeing us in a four-week 
p(Miod than the same people watching 
(»\erv week. We got ahout 2o^1r of the 
sets in use in a week but in a month's 
time almost -"iO^r of all t\ homes tuned 
to us at least once/' he sa\'s. 

\\ hen the Air Power series was tele- 
ea>t under the } on Are There name in 
the >ame time slot. 6:30 p.m. Sunda) . 
for the first lime l^rudential was gel- 
tin<; an all-familv audience — kids. too. 
Heretofore during this hridge between 
da\time and nifrhttinie the kids in 
man\ hom(*s dominated the set and 
thev d lune to Ron Rogers. But Air 
Power reversed the adult trend and 
le\eled out audience composition. As 
Robb sa\^. "The air force killed the 
cavalr\. Kids tuned to us when tbe\ 
found out we had more guns." 

Into tlie 2()tli Ceiiturv: These "uns 
had a carryover effect in Prudentials 
sales ammunition. W hen the regular 
) ou Are There reenactnients of im- 
portant e\ents returned after 24 Air 
Power shows, a lot of the new audi- 
ence stayed with it. Reach. McClinton 
account people think this new. bigger 
and broader audience will also slick 
with The Twentieth Century. 

The new program will open with an 
hourdong report on W inston Churchill 
20 October, with remaining chapters 
split between half- and full hours. Fo- 
cussing on the 20th Century and its 



e\ents. the CBS T\ public affairs and 
news departments will sul)-di\ ide the 
weekh reports into past, present and 
future. 

Some of the prospective stories as 
tlie\ are bein*r outlined now: Stalin: 
women in sports: the East Berlin riots: 
the jet age : \ A TO : air medicine: 
brainwashing; crime and punishment; 
atomic radiation. 

There are two cor()llar\ efforts which 
make even a tailor-made program 
choice an outstanding success or 
which, 1)\ omission, can derail the mil- 
lion-dollar spender. These are com- 
mercial content and merchandising. 
Reach. McClinton and Prudential 
sj^end just as much time on these ele- 
ments as the network does on the edi- 
torial content. 

Coiniiiereial content: \<)t onl\ the 
program but the conmiercial must ac- 
complish the various client objectives. 
Altitude surve\s have lon^: shown that 
people think negatively about insur- 
ance. The) don t like to think of death 
or poverty, or the\ 're ignorant and un- 
accustomed to actuarial figures, or the 
word itself has an unpleasant connota- 
tion. \\^)rds and picture:? about in- 
>urance must liave an up-beat qualit\, 
one of j)leasantness and optimism — as 
well as Gibraltar-like dependability. 

T he agency tests most Prudential 
connnercials for accei)tance and for ef- 
fectiveness '"although we know no one 
i-^ going to run down to his corner 
Prudential agent and bu\ ."" savs Robb. 

W hat makes the biggest difference 
in acceptance or rejection? "A mood 
rather than a strong sales jjoint, " he 
savs. 

"The commercials which show up 
best are those in which a major part 
of the commercial time is taken up 



Commercials are conceiNcd and sfh('(hihMl al a<;oiic\ by ^from \.) Marce Mayhe^v, ari 
tlirt'cior: Herman Rancher, copywriier; Curtis Berrirn, s^enior v.p.-copy director; Timoihy 
0*Lcar>\ Imyer: W ern<?r Miched. v.p.-iv and radio director. Most commercials are on film 




establishing a mood. This is almost 
always a family situation with a quick 
point at the end telling them this fine 
state of affairs can be made possible 
b\ IVudential insurance." 

^I he selling connnercials "don t hit," 
he sa\s. except in some of the ani- 
mated films. These usualK concern 
>ome happy family-t\pe message which 
offers a reward to the \ iewer. 

Mrr(*luin(lisin<: : The other area of 
acti<jn which can break even the best 
program vehicle is merchandising. 

"W^e push our advertising in every 
wa\ we can. savs Croel — and this 
merchandising push goes in hundreds 
of directions. His staff, which num- 
bers 100 at the Newark headquarters 
office, is finishing several merchandis- 
ing pieces which won't he used until 
the new program's premiere three 
months from now. One is a pickup 
from the You Are There promotion — 
a weekly teaching aid which is mailed 
to 60.000 teachers in 12.000 schools. 

Insurance companies play a long-run 
game, as Croel sa\s. "AW want to get 
the name in the minds of the coming 
generation. These \ oungsters w ill be 
our customers in 10 or 15 \ears."' 

One item in the Twentieth Century 
promotion blueprint : a stand-up life- 
size display of newsman W^alter Cron- 
kite. who will conduct the new series. 

He stands beside a tv set. the screen 
of w hich is a blackboard — and the 
name and date of the show will be 
changed weekly. This will be spotted 
in ever\ field office. Another effort : 
for the opening Churchill program, the 
conij:)an\ is sending to each of its 
agents a mailing piece ballyhooing the 
show w ith a pocket which holds a 
world atlas and two front-row (home 
viewing) tickets to the tv j)remiere. 

Copy i" tv commercials hits mood. 75% 
of I he time is given to pleasani family <cenes, 
the remainder to a clinching sales point 





'I'lir^c :iri' all IitM<I<| luii'lt'rs t'IIt»rls, 
\fl a lot of iitKcrliNiii;: ainl hroiiioiioii 
is Joiic ill tin* IioiiM' oHmm' or n'»:ioiral 
lt'\rl. TIm' >i\ lioirir ollrcc^ hi-l \<Mr 
spciil SI.*^ iiiillit)!! t)M iitI\rrtiNiiii». 
lui\<' Iot*iiI ()|)litni tui lnitl^cl> iiml irir- 
*lici, iiiitl iiiain of lliriii I>ii\ local latlio 
aii<I l<'lo\ i^ioii .^<'Ii(mIiiI(*s. 

Ill "sriliii*:" iIm' roiiipaiix narirc ami 
ils ajii'iils. I'l iidnilial M'lliri^ all 
kiii(l> of iii^iirair('(* l\\o-\\a\ prolcf- 
lion, wliioli tin* IniNcr im'onir if 

In* r<*lirt'^ but aI>o coxcrs Iiis fariiil\ if 

■ 

lit* (li<*^; rrlii ciiu'iil. .^ickiic^s and act'i- 
tlcnl inNuranrt', faniil\ , nioi l|j:a;i(' rrnl 
anil I'tliiralion |)oli(M('>. Tin* conipanx 
lias IVA million polit*\ liol(I(*rs and la^l 
\ car sold So billion worlli of new poli- 
r\r>. ll lias a>solN of Sl.'^.2 billion and 
a surplus of S19() million. 

Tin* lu»nir Irani: Ils pioidenl. Car- 
rol M. Shanks, is dcscribt'd as "advcr- 
tisin^-niindt*d" l)\ an accounl man al 
lu'atli. Mt'Cliiilon. 

Harold L. Mt'Cliiilon. prt^sitlrnl of 
lln* a»:ent'\ . resijznt'd in March as 
prosidenl of Calkins & IIoItltMi a^rtMicx 
to form Keacli. McClinlon & Co. from 
llu' former Reach. Vales Mallt)on. 
Priitlcnlial followed him. as did >c\ - 
era I people who had w orked on Pru- 
tlenlial al Calkins & lloltlen.t 

The clienl-agencx atlverlisinj: leaiii 
is a closeh kiiil one and includes: from 
Prndeiilial llenr\ M. Kenneth . ex- 
tn-ulive tlireclt)r of public* relalitins and 
ad\erlisin|4 who i^ presidenl of ihe Lift* 
Insurance \tlverlisers A^socialion and 
in\ lilt* board of llie \sst)eialion of Na- 
lional i\d\ erlisers : Henrv Arnsdorf. 
as>oeiale direclor: Joseph 1 lofTnia nn. 
assi>lanl direclor of ad\ erlising. anti 
William F. Iletlden. adxerlisin*: inana- 
iicr : from Reach, McClinlon — Tom 
Crolius. accounl execiilive; I'iinolhx J. 
0'Lear\ . bu\ er : Marce Ma\ hew . arl 
direclor: Herinan IJaucher, cop\ : W er- 
iier Michel, vice presidenl and l\ direc- 
lor: Waller Henry .Nelson, prtniiolion. 

The\ coordinale the Iv elTorl which 
*'fils us lo a T.'' as Croel \m{> il. " \ \ 
lakes us riglil into ihe home, which i- 
a lol intire than the printed pag:e can 
offer, and ihi^ is where our ajrenl \ isil- 
and where he sells ihe policies. W'e 
sell a faiiiih prtxlucl and iv is a fani- 
il\ connolaltMl ihinj:. The poinl of 
purcha>e for us is llu* livin«r room." 

Tlie\ '\e seen resulls from llli^ iv atl- 
verlising e\eii lliouizh "There's no \va\ 
in ihe world lo measure the dollar 
value of ad\erlisinii." savs Robb. "Rul 
\ve\e seen a slead\ ri>e in atrenl ae- 
ct^planee." ^ 




Film strip f'»r I'-^-i i*^ !>> * frnr)) I.) 1.u)t\ llri))(|(in, Hml Krri/. k<*ri/ 

I Irnnltir) ; I .rrr)rr I rDX'r lin. < r Icni) \ . ; '\'u\n ^ urjo;;. k & 1 1 : )r) DjII.i - 



MADISON AVE. HAS NO MONOPOLY 
ON TV COMMERCIAL PRE-TESTING 

W a\> lo safctruartl a sponsors l\ commercial film in\c-.lmenl 
are beinjr founti in bu\injr cenlers far from Madison \\c. and 
Iloll\\\ootl Bl\tl. One such mclropoli^ where llii< safc*iuard lak<*^ 
ihe ft)rni of prc-le>lin^ t)f commercials i^ l):illa^. 

Ihere keil/. and llerntlon film ^linlio. workinj: wilh GltMin \d- 
\erlisinj: tin behalf of the Ltinc Star beer accounl. ha-- lc>lcd antl 
since added an oplional prc-lc^linji ^er\ict^ ft)r l\ ad\crliscr^. ll 
slarls uilh a \aricl\ t)f a"enc\ ^lorx b,>ard>, rather lhan the one 
which \< iiormalK subniillcti to a film producer, and Ihen con\erl> 
ihese lo slide or strip film for te^liui! with a c(>n>umer panel. 

Larr\ V. llerntlon. Jr.. parlner and >ale> nianai;cr of llic com- 
pan\, has found benefil> of prc-tt'>lintr for the t\ clicnl usinir film 
commerciaI>: he can i 1 i pick a winner earl\ antl discard a lo-.cr 
before it *:et> \cr\ far: t2l increa-e the rate of return on each 
in\eslmeiil in l\ produclion: i3i re>oKe certain te(dinical prob- 
lems, such a- tin* balance between audio and \ idco : i ll dclt»rmine 
^ptM^fic audieiice n'action-.; lot encourage crcati\e thinkinir. ^ 




Biggest benefit '** ^pon-ov fmni iirc-n^^iint: i** ^a\in^ nf nine and mitn«'\ 
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STRICTLY BY THE 



NUMBERS AI'LAYLNS.a 



•4* 



When YOU plan a tv-radio campaign for an impulse item like the Little 



Cliarnu^r Cohra F'lute, there are nuuiy things to consider hesides eost-per-1,000 



ACT 1 

SCKM!;: // is nearly four o'clock in the afternoon and th^ 
luncheon hour is drawing to a close at Pierre & Solly's, a 
tiny bistro just off Madison Avenue^ specializing in double 
Gibsons and padded checks for that segment of the broad- 
casting-advertising profession u liose swindle-sheets are aboVe 
suspicion. By now only a pair of lunchers remain at a 
corner table from which the waiter has removed the napery 
in hopes they will pay their check and clear out. One of 
these patrons is a large man with a balding pate burned 
lobster-red from many sun-lit hours of swinging a ^^blaster ' 
in. sand traps, lie is Ilornbill II, Ilaruniph, advertising 
director of the Little Charmer Cobra Flute Co. He is 
drinking milk. His companion, although slighter of build, 
has the same outdoorsy-look of one whose greens fees are 
paid in full. He is Marv I)istelfink% account executive at 
Finn & Iladdie Agency (elevation 22nd floor; billings SoV^ 
million — provided nothing goes wrong with the spot cam- 
paign now under discussion) , Distelfink drops some Brioschi 




powders into his water glass, lets it fizz, gulps it down, burps 
inaudibly, and speaks. 

DISTKLFINK: ?So\v the wa) 1 see ihib spot push, and Tin 
speaking product-wise. . . . 

HARIMPH : Just a moment. Marv. I didn't quite finish 
telling you about this time I'm driving ofT the ninth green in 
a blinding snowstorm, and naturally Tm using a red ball. . . . 
DISTELFINK: I'm sorr}, sir. I thought )()u'd finished. ^Ou 
tell a storv so well that every sentence seems to be the climax. 
HARLMPH: (beaming) Nice of )ou to say so. Marv. But 
I guess I'd better continue it another time. Right now 
we'd better nail down our plans for tv and radio. 
DISTELFINK: Whatever vou sav. sir. Now here's what 1 
have in mind marketwise. . . . 

HARLMPH: Before )ou muddy the pool. Marv, let me just 
comb out a few basics off the top of my head. 
DISTELFINK: P'ire away, sir. 

HARUMPH: Here's the broad, over-all thinking. Mar\ . Our 
product, the Little Charmer Cobra Flute, has certain built-in 




CLIENT AD MGR.: W'ell buy all tv spots at 
night with a SJ.75 cut-off and 23,5 ratings 

ACCOUNT EXEC: But we cant buy strictly 
by n urn bers 1 IVe m u st consider ail factors ! 



ACCOUNT EXEC: W'ell buy all tv spots at 
night with a $1.75 cut-off and 23.5 floors 

TIMEBUYER: Please! Let's not buy strictly 
by numbers! JTe must consider all factors! 



{>r(>l>lrni>. 

DiSTKl.l r\ K : ^ >\v not riKiiM cuhra^ annirnl and nut 
niiUiN pcMpIr wild ran |>la\ llutt^ rillirr. 

IIVKI MlMl: Thai pnil) wt'll >nni^ it up. Our cnhra-rlnn in- 
in" Ihilc is liardK a lion^^clinld nr(('**Ni(\ liki* drtrr *:rnt** (M 
lloor wax. In fact. Mar\, I think \\r nui>t rr*^ar»l it pnrfK 
as an "impulse ittMn/' 

Dl.siKi.KINK : \n(l that's just how \\v must sril it. We'll 
hianket llu* top .')() wit!) a saturation schrdulr. . . . 
II \\a MIMI : >'«/>rrsatuiation ! I'hink hi^^ Mar\ ! Ih'ir\ 
tlu* nut. \\t'\c f^ot to irach people! \o mattm what it 
co.sls, I w a ril to reach people ! And w hen I >a\ p(M»ple. I 
mean p(N)ple who want to eharui eohra> and are willing' to 
la\ out for a four-tone llute. 

DISTKI.KINK: ^ ou make me \er\ happ\, sir. So uian\ clients 
don't look at it this wa\. The\ re onl\ concerned with ratin*' 
j»oints and co.st-per- 1 .OOO. 

ll\ia\ini: Tm glad \on reeo*,Mii/(* the difference. Mar\. 
Tm not f(Mi(M*d in h\ numhcrs. I want a {pialitati\e andi(Mice. 
W hen il eome> to piekinii stations, I insist on creati\ (* hu\ ing. 
DlsrKLKiNK : Hurrah, sir! You're one in a million. We'll 
reach the llute and snake lover^. Well match the audience 
and the product. W e'll net \ on slots that'll make Mr. Proc- 
ter and Mr. Gand)le roll o\er in their >u{ls! 
IIVKIMIMI: Nothinjr but prime. triple-A nighttime tv and 
niornins]: radio. 
DISTKKKINK: xXothing but! 
liAKiMPii: W ith a SI. 75 tv cut-ofT. of course. 
niSTKLFlNK: Absolnteh. Nothing at a cost-per- 1,000 over 
. . . . {Does a iloiihle-take.) Sir, \our're joshing nie! 
IIAKIMIMI: I'm dead serious, Mar\-. Sl.T5-per-1.0(K) tops. 
And in radio. 77c. 

DLSTKLKI.N K : \ mixing another Brioschi] But. Mr. Harumph. 



® 




TIMEBUYER: We want all our tv spots at 
n igh t ivith a $1.75 cut-off and 23.5 floors 

STATION REP: Look, you cant buy strictly 
by numbers! You must consider all factors! 



hlsi Kl.n \ K : I hosr are piett\ high lalings IjiMir^. ^ir. 
livui MTll: Nonsense. I hat's \onr target. Mar\. 

lint now \ on'rc a-king me to hn\ ^tri< tl\ 



dis i klunk : 

b\ ruunbers 
II VUl M IMI : 
a \ardsti{k. 



Nnudieis, ^clmnndicr^. I ni sinipb gi\ing \ on 



If \on don't want tu measure with il. I know 
another agenc\ .... 

Dis 1 i;m*i\ K : {.sadh i I'm (nd\ repealing for \<»nr own good, 
sir, there are other fa(t(»rs to considci- in bu\ ing stations 
than sheer nuudiers. 

livui MIMI: {bnis(iiiely \ Mar\. there'- a waiter wailing and 
a cheek to he paid. Shall we tos^ for it? 

ri Ll'lNK : L**t's >a\ we io>-ed and I lo-t. ^ii. I>ut I warn 
\ou. Mr. Ilarnmph, on the wa\ back to the olhee. I'm going 
to ar"uc \ou out of thi> idea of bu\ inL' broadcast on num- 
her.s. . . . 

\CT II 

S(.KM-:: 7 he ne.xf day in the office oj Marv Distelfmh on the 
22//// floor of the Collapso Btiildinp, Marv is .seated rros.s- 
legged on the floor behind his tenLuood de.sk hloiiin^ into 
a flute. Before him, is a wicker hamper from uhieh a de- 
fanned cobra rears its flattened head. Seated across the 
desk is a willowy, tou-heoded lass wearing harlequin sun- 
glasses and an .S'I1.0()()-a-year frown. She is Estrelita Ktim- 
quat^ the Finn & lladdie titnebiiyer on the Utile Charmer 
Cobra. Flute account, Marv stops tootling the flute, the 
cobra sinks back into its hamper with a sibilant hiss, and 
Miss Ktnnquat speaks. 




CLIENT MARKETING MGR.: Tell me, uhat 
do you think oj timebuying by the numbers:* 

CLIENT AD MGR.: / dont really go for it, 
heh, heh. But it keeps the agency on its toes 




.s'i*i?RLlT A : ibrig/uly) You sent fur nw, Mar\ ? 

)I>TKLFI\ K : Er. \ e^. WVrr rea(l\ to roll on the Little 

Charnu r account s spot eanipaiyn. \n(l hy tlie \\ a\, did ) ou 

iret \our free cobra and flute from the client? 

k^tkklita: Yes. J did. 1 call the cobra Charlie. MoIIkm's 

craz\ about hini. He bit Father last uiglit. 

i)lsTF.LFI\K : Well, now that )ou're familiar with the j^rod- 

uct. b^t's discuss the campaign. 

r.sTUKLiTx: ()ka\. Mar\. You know what Charlie likeN? 
He's wild about borsclit with sour cream, 
ni.srKLKLNK: That's nice, \n\how\ I had lunch with Har- 
umpli. the client. \esterda\ and we see eye-to-eye on the 
o\ er-all strateg) .... 

KsTHKiJTX: Oka). Mar\. I've Ix^en giving it some thouglit. 
\ow I think we can line up a real saturation. . . . 
i)istelfi\k: Can 1 get a word in please, before ) ou get all 
the salt ofT the Hek? The thing that's going to i)ut across 
these flutes, is creative buying. 

kstrfijta: Marv. ) ou darling! You have no idea how all 
ni) tiniebu) iug nerve-ends cry out for creative freedom ! 
And 1 used to think \ ou were a stodp^v old "Buv it by the 
numbers" gu\. Tui going to line* up the most wonderful 
.-chedule. I ll get you onh the hottest adjacencies. 1 11 l>u\ 
)ou the strongest personalities. Y Ou ll get just the audience 
compositions } ou need. I 11 make ever\ spot a j)ersonal sales 
call for Little Charmers. I'm going right back now and start 
W{)rking up nu recommendations. {She ships toward door. ) 
uistelfink;: Oh, one little thought to keej) in mind. . . . 
ESTHELITV: (putting on the brahes) Yes, Mar\'? 
niSTELFiNK: DonY bu\ an) thing under a 23. S rating in tv. 
Hadio. ?.{>. 

KSTRELITA : lluh? 

DiSTELFiiNK: \ said, be as creati\e as hell. ord\ don t bu) 
below 23.5 or ?.<>. 

KSTRELrrA: (indignant) So we're back at the nund^ers game! 
DlsTELFlNK: A little tradition ne\er hurt anyone. 
Kstrei.iTA: I suppose next you'll be giving with the cctst- 
per-LOOO? 

DISTELFINK: As a matter of fact, )es. Absolute tops for t\ 
will be SL76. {Smiles plaratingly as Estrelita rakes him with 
a withering glare). Actually Mr. Harumph wanted to hold 
il at SI. 75. but I managed to up it to SL76, 
E^>TREMT\: A i)enn) ! Big deal! 

niSTELFlNK: A penn)'s worth more freedom for ) ou, my 
dear. 

ESTREIJTX: WYdl. \ou listen to me. Marv. You inav be a 
big a.e. in the eyes of Finn & lladdie. but to me you're a 
midset IBM with nund)ers where your hrain should be. 
Now you sit right there and listen while I talk you out of 
this idiotic preoccupati{)n with rating points. . . . 



ACT 111 

SCENE : J he next noon, back at Pierre & Solly^s caravansary. 
Lunch hour is in full swing. In a booth at the far corner 
JJornbill J/aruniph, ad director for Little Charmer Cobra 
Flutes, is lunching with his company'' s marketing head, 
Gamin reebles. Downstage center and across the crowded 
room, Estrelita Kunufuat shares a table with Crawley Zook, 
a time salesman with the station representative firm of Fed- 
der-Doster. Inc. Estrelita is finishing her cofjee and Zook is 
finishing his pitch for Little Charmer spot business. 

estrelita: Before \ou burn off all the tread. Crawdev. let 
me just road test our basic thinking. First. I intend to make 
my bu)s as creatixel) as possible. . . . 

craw lev: Well, that's a refreshing aj^j^roach. Lita-girl ! 
You ve no idea how ^ick I get of >elling on numbers. . . . 

estrelita: Of course, to justify my buvs. Til have to see 
that 1 get good ratings. 

CRAWLEY: Oh-oh, here we go! 

estrelita: I'll bu) only the highest rated days, naturalh. 
And ril he looking for good cost-per-LOOO's. . . . 

CRAWLEY: I knew it was too good to last. Listen, Lita-girl, 
we i^ot numbers. But \ou'\e *rot to look at some other 
factors, too. You talk about cost-per-1,000. Okay. But what 
about cost-per-c//.s/o///er.^ Our stations can get you into 
the right homes. Our personalities and announcers can take 
a product like cobra flutes and turn snake-charming into 
a fad. In other words. Lita. we can deliver both cobra and 
music lovers. E\ ery spot on our stations w ill be like an 
indiome sales eall. So stop harping on numbers and . . . 
ESTRELITA: I'm not harping on numbers, Crawley. I'm just 
tellin«i vou I woiiY be buvin<j any ty under 23.5. . . . 
CRAWLEY: (rising) W^ell. I'll walk ) ou back to the agency. 
But on the wav. 1*11 sell you off this slide-rule kick. , . . 
(Crawley and Estrelita exit. As they leave, at the corner 
booth, Harumph turns to J^eebles, the marketing eA'ec.) 
HARIMPH: See that gal oyer there? She's the timebu}er 
for our Little Charmers. \o doubt the gu)' with her is 
a station rep. 

VEEBLES: Out after our spot dollars, hey? Aha ha. 
harumph: (laughing) W hat that poor rep's probabh going 
through right now ! 
\ EEBLES: How eome? 

IIXRIMIMI: The tough rating floors and costs-per-LOOO I 
set down for the agenc\ ! \ot that I believe in numbers 
bu\ ing. but it keeps "em on their toes. ActualL . to a 
strategist like me the important factors are getting into the 
right homes w ith strong personalities and persuasive sell. . . . 
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Ford was a Sfand-in \M;it»P«'*l-up KtUrl tlnrin;: Icp ^nwl l\ liliii -InnjiiiiM in ( alif. 1'm<- «Mr- u<Tr -lioi. oim- a ^lOOJMXJ linnJ ionli .1 inodrl 



EDSEL'S STRIP-TEASE 



Fonl lakrs iht* wraps ofl" its iirwcsl iiiodol slowly in a 
hiiiMiip loading; to a $S()(),0()() Iv s[)eclaoiilar in Orlohn 
ainl a roj^iilar iirlwork Iv srrirs l)arkin<>: 1,200 Wralrrs 



F(:nir\G() 
ord Motor's new Fa\^v\ is <n»ttiim 
tlic [)i<r*r(">t pre-announccnHMit time raz- 
/le (la/zle of am ear in [ii>lor\. 'Hiat's 



sa\ Mm 



a 



lot 



Ml 



an induslrx wliicli 



jKMKTate^ exeitenient as fast as it doe^ 
liorsepow er. 

ICdscl [las [)een the talk oi v\c\'\ 
town siiK*** Foole. Cone \ Heldiim la>l 
winter opened a 16()-per>on Detroit 
oflice to s(T\ iee llie areonnt. K\er\- 
tiling to do \\ itli the new ear has 
hcen und(»r w raps. Hie w raps are 
heing reniox slow [\ — and pro\ oea- 
tive[\ — in an automotive striptease* 
whieli will bare all in the 27 Autriisl 
press prcn iew . 



The pnhlie will sec all for iIh^ [\\>{ 
time on 13 October when SoOO.OOO 
worth of talent Frank Sinatra. IJin^' 
(Crosby. Lonis Nrnislron*: — app(»ar in 
an NBC W >p(M'taeulai. 

Kds(d*s broadea-^t plan>y Fa\ Cone, 
board chairman of FCilH. told spo.NSon 
\\v s sijined for this one --pee and is 
lookinjr for a reunlar nijihltime net t\ 
>how. EdseL as sneli. will place no <poI. 
>a\s Cone, but deah^rs will probabK 
use tv and radio. K\F. which handh*- 
Ford's institutional ad\ crli>in^. ha-- 
scheduled tv and radio announcemtMit-- 
w ilh F(N(d mcnlion> to run in vi\ rl\ 
SeptemlxM" ( -^ee Spot I>n\>. paiK* o7). 




Sec U r!f V ^'iKird. i o|>-* t lrarrtl ^ir<'< I lo« a- 
li(»n> lirforr wrajw caiiif m(T for filiiini/ 




Fender i** *»'ilv pari of E»UrI ^iripprj k> 
far. Tea-er iKiiIdup climaxr-* with tv sper 



Payoff to kids fain«» aflt^r lluy broke tliroii»:h Ca-cult* Filin*^ ^ecuril) linc^ and look 
of liu-h-Iiii-li filniin*:. N-curily oflTicrr paid -52 a roll in die morninj: hut price hit SkoO llial 



^nat>^hoN 
aflrrntMtn 




Sfarlef \lanl.\ faiN It) I i»a\ » i»p 
inin Ii-nint: Ik r (»rek at ihr n#'\% * ar 
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PART THREE 

Reprints of Timrbuyers of the I . S. 
in its entirety will be mailable 
later this snmmer. If^ite: SPOXSOR 
Services Inc,^ 10 E, \9th S/., New 
York 17, A. Next installment 
will appear in the 17 An^nst issue 
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Most extensive list of timebiiyers yet published links 
buyers witli their accounts (particularly regional or 



national spot clients), gives agency's address, phone 



9TIMEBUYERS 
OFTHEU.S. 



»^ -» w#. »r»». *-i < 



The Tiniebuyers of the L^. S. ILting, whose third inslall- 
nient starts on the next page, is ]>rohably the most complete 
such hst yet published. Primarily the list is adapted from 
the summer 1957 edition of Time Buyers Register^ published 
by Executives' Radio-TV Service of Larchmont, N. Y. 
Added to this basic list is information which was reported 
directly to SPONSOR by agencies. 

Time Buyers Register is published three times a jear and 
sells for S15 a copy. It has been issued for six years and is 
compiled from a nationwide survey of agencies. 

The Time Buyers Register list was modified by sponsor 
as follows: Client lists of many agencies were shortened both 
to save space and to throw em]:>hasis on national and re- 
gional accounts. Accounts which appeared to be strictly 
local in their operation were most frequenth eliminated. 
\n asterisk (*) after the agenc\ name indicates that the 
agency's client list ha? been shortened. A dagger (f) indi- 
cate^ the agenc} reported directly to SPONSOR. 

rhe listing is al])habetical by states with cities appearing 
alj)habetieall\ below the state heading. Agencies are listed 



alphabeticall) by cities and include address and phone. 

Each agency's listing includes the agency name, address 
and phone number. Then in bold face appear the names of 
media executives (if they were reported) and timehuyers. 

Accounts are then listed, followed bv the name of the buv- 
er handling that account. In cases where agencies prefer not 
to specify which buyers are assigned to which account I be- 
cause of a team operation or rotating assignments) bu\ers 
and accounts are listed separateh. 

SPONSOR in most instances has eliminated listing of agen- 
cies which mentioned no accounts. Agencies so omitted 
which have since returned to active use of national or re- 
gional spot tv or radio should so report to sponsor at 40 E. 
49th Street, New^ York 17^ N. Y. sponsor plans to reprint 
the list in a convenient booklet and will be glad to expand 
it to cover additional agencies active on the air. 

The list, which started in the Tv Radio Basics issue, will . 
be continued in succeeding issues until complete. An ad- 
dendum, if re(]uired w ill be published w ith the final in- 
stallment of the listing. ^ 
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CHARLES W. HOYT CO.- 

:iH() \Iuihsvri t\ r., \ nv ) orL IT, \. ) . 
\furrav Hill 2.2(M)() 

C. B. Donovan, medio dir.; Douglas H. 
Humm 

AiiirritMii Ilorin* KomN H). \\ jvliiii;iiou < <>f- 
frc, hrolli s,'iiH>uiiiji ) , \riiriicjri 'I'licrriinv 
PhmIih Iv ( !(>., ( *nl'j;;il>--l*iilin(ili\r ( K irkriiaii 
s(tiip), Milu>ii Hra(IIr\ (!o. Mn\v. jiaru>--». 
HhM-k-lIall naii\ Co., Cadlxir) , 
(r\porO, ( iliarlr-. (iirMrri ( iim-.|ar<I I , \. ^. 
llarri^^nu (.0. 0'n*<-n \\a\), Kryrs Fihrr (!o. 
( pajHT pn»(Im-|<) , KIM lvn\al Dirlcli \ir 
(Ilia-.. 15. Kiio\ ('^clatiiir (!o.. Marl 
Poiicli Tohacro (!m. (Knilrn k) (!IriI» \ Mail 
IViu-Ii), Moiiiircllo Dnij: U»66 cijil pn-p^. » . 
\. Y. ,\r\v Kii;:IauiI \pplr In-*!., .'^lalil- 
Mr> (T, ^laulfv I loiiir I'rodricN 

HUMBERT & JONES 

111 A\ 32n// .Sr. \nc ) or/c 16. \. >. 
Murray Ilill :v6HI2 

Helen Deutsch 

Cri'-ly Chrinical (^orp., Infaul-^ \cro-M>ri<'-. 
Wix Corp. 

H. B. HUMPHREY, ALLEY & RICHARDS 

370 Le.xirisiton Air., Xeic York 17. ^. ). 
Li^xiniiton 2.3020 

Elaine Akst 

Hird & ^011 < njofiii'; ILxirin?;), John H. 
r>ierk. liir. (Ilair ."^el Mi^t), General T(*Ie- 
plioiie Directory Co. (Yellow pajies), Ken- 
dall Mill- ( milk <li-.r filler*, tobacco plant 
bed eo\er-). l.ea Perrin- ( Worce-ter-liire 
sanee) 

IVERSEN-FORD ASSOC. 

175 Fiith Ave., Sen- York 10. A. ) . 
Crarnrrcy 7-3006 

I. A. Iversen, C. B. Ford 

Hible Truth llonr. Family Time, Me--age to 
Israel. A oice o{ Greece 

JONES & BRAKELEY 

130 St., \eic York 38. A. Y, Beck- 

man 3-1912 

Morie C. Power 

Betldelieni Steel C'o. 

KASTOR, FARRELL, CHESLEY & CLIF- 
FORD* 

1-00 Mm/i.son Ave., Veu* York, .V. V. P/aza 
1-1 WO 

Jack B. Peters, medio dir.; Raslyn Arnold, 
Beryl Seidenberg 

Browuell & Field ( \ntocrat tea coffee). 
Carter Products 'Colouaid), Robert Curley, 
Ltd. CNu-CurlC Vni^ l\e>eareli Corp. (>us- 
taniin 2-12 & Ri^gimen > . lliekok Mffj. Co. 
ib<:dts, buckle-. elr> ) . PierceV FVoprie- 
taries { ( »olden Medical Di-covery, Favorite 
Prescription ) 

THE JOSEPH KATZ CO.* 

533 Fifth Ave.. \eii' York 17. ^. ). Vi/r- 
ray !!W 7-12.30 



Edward A. Fante, media dir.; Vincent D. 
Bennett, Art Hemstcad 

\nii*iirari (Ml ( o. ( Xrnnro pindint-* ) , Ben- 
net; \. Doiiriari (.0. <Kinll*.rn iliir-r), 
Hemstcad; 1 dliari Pjim < o. iduir> prod 
iiet^ ) , Hem stead; Pan \in ^ontln-i n ( ,nrp., 
Bennett; Ko-idii\ ( lirruictil < orp, < Ko-f\ ) , 
Hemstead 

GERALD H. KELLER ADVERTISING 

« /r . 36/A St., \ru ) ori, \. \ . (.inle 
3 . 323 I 

Gerald H. Keller 

Scot Tir-, Ltd. ^nn-n*- u'ckwear) 

KENYON & ECKHARDT* 

217 Park in-., \ru ) orL 17, \. > . Mur- 
ray Ili/I 8-37(K) 

Joseph P. Braun, media dir.; Philip C. 
Kenney, ossoc. media dir. 

Media supervisors: Williom Kommerer, 
Horald Sieber 

Timcbuycrs: Mary Dwyer, Louis J. Ken- 
nedy, Robert Kibrick, Lucy Kcrwin, Des- 
mond O'Neill 

Assfstanf buyers: Edward Kobza, George 
Simko 

\nae<uula Copper Minin;: Co.. O'Neill; 
Heeeh-.Nut Paekinj; (!o. ( food- > , Kerwin; 
( Canadian Paeifie Kailu ay Co., O'Neill; 
Coats & (Jlark. Kerwin; F{iuitalde Life \s- 
^urauce Soc. Kerwin; Ford Motor (^>., Ken- 
nedy; (ila-- ( ontaiurr M fr-. lu-t.. Kerwin; 
l.e\ er Hro>. (To.. Kibrick, Dwyer; 1 .inrolu- 
Mereury. Kennedy, Simka; National Hi-- 
cuit Co.. O'Neill; Pep-iGola. O'Neill; 
Ouaker State Oil Krfmiiif: (!o., Kerwin; 
RCA. Kibrick, Kabia; ^In ll Oil Co., Ker- 
win; W liirlpool, Kobia 

EDWARD KLETTER ASSOC.* 

313 Madison Are., \ eir ) ork 22. \. )'. 
riaza 1-1990 

Herbert Gruber, brdcst. media dir.; Ruth 
Boyer, Gerold Levey 

Pharniacenti(^al< < GeritoL Rl)\, Nimn, 
Zarnniin, Soniinex), Bayer, Levey; Serutan 
C^o. (Serutan ) . .'^un Dru-; ( .0. i Pitt-hurf!jh, 
Pa.) 

KUDNER AGENCY 

373 Madison 4ve.. \eii ) ork 22, ) 
.Murray Ilill 8-6700 

Hugh H. Johnson, media dir.; E. G, Wey- 
mouth, assoc. media dir.; John Marsich, 
osst. media dir. in charge of timebuying; 
Anne Gordiner, Morjarie Scan Ian 

Ciiick .Motor Div., General Motors Corp. 
(Cuick automobile- > . Gardiner, Scanlan; 
Fi-her Body Div.. (ienrral Motor- Corp. 
(an to bodie-'l . Gardiner; Friiiidaire I^iv.. 
C/cneral Motor- Corp.. Scanlan; ( rcneral 
Motors Corp. ( In-timtionalC Gardiner; 
CMC Truck & Coach Div.. General Motor-^ 
Uruck- l)nse<K Gordiner; The (»ood>ear 
Tire & RiiM)t^r Co.. Sconlan 



LAMBERT & FEASLEY' 

ItO /'ark /m-., ) ork 22, \. ) Mur- 

ray 11x11 » 6 U. I 

Joseph Burland, Will iam B. Hinman, 
Frank D, Sweeney 

1 .ludii-rt Phnrrnjtal < <> <>f ( juuda M.i'^tri- 
iM<* aiiti-rptu, I i^trriii*- \riti/\i ir* tooth 
pasir), I'liillip- Pilroh ririi < o. i Phillips (A 
;ias<diin \ motor oill, Piopli\lucti< Hrri'^h 
< o. Month hrnsln-H \ luiir l»ru-h»--», W arruT- 
l.iiridn-rt Pliarrri.irrritu al Co.^ 1 audii rt llud- 
urit l)i\. < 1 i^t*'run* \iiti/\ni<* toothpaste, 
l.i-t*-riui* auti^-rpticj 

C. J. LA ROCHE & CO.* 

1\1 lUuL hr., \ru \mL 17. \. }. riazQ 
.3-7711 

Humboldt J. Greig, head of radio-tv time- 
buying; Charles A. Eaton, Doris Gould 

Nfw F.nfrlantl ( .oufi-etron<T> Cn. < Nrrm ^ky 
15a r, \\af<T-«, (.auada mint-, K<do) , Gould; 
North \rn. Pliilip- ( !«>. ) Nor<dro rh-rtric 
-haverK Gould; Hr\hm, Eaton; I . ^. To- 
haeco (Kinj; ^an>>). Eaton; Tin- \\ arner 
Urotln rs Co. ((iond New- hra I . Eaton 

AL PAUL LEFTON CO.t 

71 l anderhih /re., \eu \ ork 17, V. 
Murray lliU 9-7170 

Ruth F. Branch, rodio-tv mgr.; Charles E. 
Brown, Otto Houglond, Donald Heller 

.1). C'o., Chry-lrr-Mauhattan Co., Craw- 
ford Clothr-. Devon-hrcr-Mtdha <j»rp., Jac- 
queline Cochran. Loft's (.arid\ Corp., Martin- 
-on CiofTcr. \{i \ Lh-ctron 1 iihf- Div., Royal 
l.ace Paper \^ nrk- 

LENNEN & NEWELL* 

.380 Madison Avi., \ru ) orL 17. V. 
Murray Ilill 2-.3 t(M) 

A. C. DePierro, medio dir. 
Medio superv/sors: Bill Smith, Herbert 
Sfott, Herbert Zeltner; P. Reordon, Brdcst. 
supcrv. . 

Timebuyers: Jim Borrett, Abbott Davis, 
Sherry Heath, Jeone Joffe, Marion Jones, 
Bob Kutsche, Tom McCobe, Solly Rey- 
nolds, Perry Seostrom, Len Torcher 

\meriean \irline-, Heoth; \merican Gas 
\^sociation. Joffe; \rm-tronp Uuhber Co. 
Mire-). Jcnes; Renru- Watch Co.. Torcher; 
Col<:atf"-Paliui>li\e ( ,0. ) M* rr>. ^ el po\vder, 
^ el liquid ) . Davis, Kutsche; CnlpatoT^alm- 
oli\e {'.0. ( Lu-tro-( remr. Lu-tre-\pt. (.Vdpate 
de*»dorant l»ea it\ -oapC Reynolds, McCobe; 
L)rfimedar> Co. (date-i. Joffe; Fa-to'. Bor- 
rett; Fmer-ou Drnsi ( n. ( Rromo-^i Itzcr ) , 
Joffe; P. Lorillard ( o. ((Ml (iold-). Seo- 
strom; .McCormick Co.. Joffe; ^tokely-\'an 
Camp ( canned food- > . Jones 

LIFTON, GOLD & ASHER* 

161 Fourth he.. \ ru } orl. 16, \. 
Murray HiU 9-1313 

Leonard Asher 

lionrparth'- < retailer * . Rlrin -tein'- < retail- 
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tT' Caine Ikothcr^ (furiiitiinO , Finkcn- 
cr I retailer) 

LESTtR LOEB ADVERTISING* 

220 West Vlnd St., Sew York 36, jV. W 
II isconsin 7-1377 

Louis Loeb 

Kabbinii-al F*ro(liirt> (Old Rabbinical kosbcr 
N\ ine ) . RabM)irs ( appliances) , Wliitela^vn 
Dairies (Doaii\iUe French ice cream) 

JOHN & ADAMS MacMANUS* 

ill Madison An\, .^eiv York 22, Y, 
riaza 9-3221 

Henry G. Fownes, Jr., v. p. (network rela- 
tions); Roger C. Bumstead, media dir.; 
Ruth Prigozy, media asst.; Ted Czuy, 
media asst. 

Ceribelli & Co. (Hrioscbi anti-acid) , Gar- 
rett Co. (\'irginia Dare & Garrf^t uines), 
\()x/eina Chemical Co. (shaving product?), 
Hrggio Tob. Corp. (Regent cigarettes), S. A. 
Schonbriinn (Medaglia D'Oro cofTee) , White 
Rock Corp. (sparkling I)everages) 

MANN-ELLIS* 

65 E, S5//( St., yew York 22, X. Y. Plaza 

1-2323 

Norman S, Brett, v. p. 

Castrol Motor Oil, Original Beer (importing 
tS. dist.), Renault (automobiles) 

MARSCHALK AND PRATT 
Div. of McCann-Erickson 

160 Park Ave., Xew York 22, A . 1'. Tern- 
pleton 8-8030 

Eugene J. Cogan, media dir.; Andrew J. 
Purcell, assoc. media dir.; Mary Ellis, 
Katherine Noble 

Bulova W'atclr Co. (electric razor) , Coca- 
Cola Bottling Co. (Baltimore, Camden, 
Philadelphia, Pittsburgh, Rochester, Syra- 
cure, \\ a^hington) , Coca-Cola Bottling Co. 
of ^ew York, Gene^e<* Brewing Co., The 
Mennen Co. (spray deodorant for men) , 
National Lead Co. (Dutch Boy paints), 
Newport News Shipbuilding & Dry Dock 
Co. (employment advertising) 

MARSTELLER, RICKARD, GEBHARDT & 
REED 

11 36//I St., Xew York 16, .Y. Y. Mur- 
ray I nil 6-0163 

Julian Gran, media dir.; Helen Seele, asst. 
media dir. 

J. M. MATHES 

260 .Madison Ave., Xew York 16, X. Y. 
Lexington 2-7 150 

Edna S. Cathcart, timebuyer; Patricia A. 
Hartnett, Mary E. Steinert 

Bates Fabrics, Canada Dry Ginger Ale. Car- 
bola Chemical Co., Judson Dunaway Corp. 
(^Delete. Expello, \'ani^h) , Economic^ Labo- 
ratory (>oil-()fT, Soilax), Lnden's (cough 



(i^^p^, Fifth \\enuc cand> bars). National 
Board of Fire Lnderuriters, Northam War- 
ren (Odorftno & Ciitex), The Pure Food Co. 
(llerb-(^x & Westchester chicken prods.), 
I nion Carbide & (Carbon Corp. \\'agner Bak- 
ing (pies) 

WILLIAM DOUGLAS McADAMS 

130 E. 39th St., .\ew York 22, .V. } . Plaza 
9-6300 

Stephen W. Schwartz, v. p. & radio-tv dir.; 
Pearl Mead, media mgr. 

Chas. Pfizer & Co. (in>t.), Schwartz; The 
rpjohn Co. (inst.), Schwartz; The Upjohn 
(!o. I Parvex) . Mead 

McCANN-ERICKSON* 

185 Lexington Ave., Xew York, X. Y. 
Oxford 7-6000 

William C. Dekker, media dir.; assoc. 
media dirs.: Richard Bean, John Crandall, 
John Flanagan, William Pricke, Edwin 
Willson 

Timebuyers: Sal Agovino, Mildred Back- 
us, Virginia Conway, Seymour Goldis, 
Thomas Hollingshead, Ted Kelly, John 
Morena, William Pellenz, Jane Podester, 
Murray Roffis, Jay Schoenfeld, Warren 
Stewart, Philip Stumbo, Thomas Swick, 
Charles V/illard 

American Rayon Inst., Stewart, Schoen- 
feld; American Safety Razor Co. (Gem 
razors & blades), Roffis, Hollingshead; At- 
las Supply Co. (tires, batteries & accesso- 
ries), Kelly, Podester; Barret Div. (roofing 
& bldg. prods.), Agovino, Kelly; Bulova 
Watch Co., Backus, Stumbo; Canadian Na- 
tional Raihvay, Agovino, Kelly; Chese- 
brough Mfg. Co. (vaseline & vaseline hair 
tonics), Pellenz, Willard; Columbia records, 
Roffis, Hollingshead; Corn Prod. .Sales 
Co. (Nu Soft), Stewart, Schoenfeld; Cowles 
Magazines (Look) , Roffis, Hollingshead; 
Coca-Cola Co., Stewart; Donohue Sale< 
(Talon fasteners) , Kelly, Podester; Esso 
• Standard Oil Co. (Flit), Stewart, Schoen- 
feld; B. F. Goodrich (canvas &• rubber foot- 
wear), Roffis, Hollingshead; Hampden- 
llanvard Breweries, Roffis, Hollingshead; 
Holmes & Edwards (silver), Stewart, 
Schoenfeld; Hood Rubber Co. (canvas & 
rubber footwear) , Roffis, Hollingshead; 
Lehn 8i Fink Prods. Corp. (Lysol. Etiquet, 
Hinds), Stewart, Schoenfeld; Liggett & 
Myers (Chesterfield), Morena, Conway; 
Mennen Co. (lather & brushless shave 
creams, foam shave, Afta, shampoo, skin 
bracer), Pellenz, Willard; National Biscuit 
Co. (cracker^, cookies) , Kelly, Podester; 
National Ca^h Register Co.. Pellenz; N(»stle 
Co. ( Ever-Ready cocoa, chocolate bars, 
Quik, semi-sweet choc, morsels, cookie mix, 
white sauce & brown gravy mix. Nestle in- 
stant cofTee). Conway, Pellenz; Norwegian 
Cannerv \ssn.. Stewart, Schoenfeld; Ossen^- 
Coruing Fibeigla^ Corp., Pellenz, Willard; 



Sa\ ing^ a Loan Foundation, Stewart, 
Schoenfeld; Stegmaier Bre\Ning Co. (beer 
& ale), Roffis, Hollingshead; Talon, Inc., 
Kelly, Podester; Tampax, Inc.. Stewart, 
Schoenfeld; Trans-Canada Airline<, Kelly; 
L. S, Borax & Chemical Corp. (20 .Mule 
Team Borax & lioraxo), U. S. Potash Co., 
Pellenz, Willard; Westinghouse Elec. Corp. 
(all consumer prods.), Whitehall Pharmacal 
<Duplexin), Stewart, Schoenfeld 

C. L, MILLER CO.* 

520 Fifth Are., Xew York, X, Y. Murray 
Hill 2-1010 

P. F. Delaney, Rita Driscoll, Marguerite 
Cunningham 

Corn Products Sales Co. (Karo syrup, Linit, 
Mazola, Niagara, Say-Bon & Karo frosting), 
Driscoll, Delaney; Oral Roberts Evangelis- 
tic A^soc, Driscll (tv), Cunningham (ra- 
dia); Lewis-Howe Co. (Natures' Remedy) , 
Delaney, Driscoll 

HAROLD M, MITCHELL* 

5 IFest 40th St., Xew York 16, A*. 1. 
.Murray Hill 9-7989 

Alfred W. de Jonge 

Chadbourn Gotham Sales Corp. ^Larkwood 
& Gotham stockings), Odell Co. (Trol hair 
tonic), Sugar Hollow Ltd. (cold knit com- 
pound) 

EMIL MOGUL CO.* 

625 Madison Ave., Xew York, X. Y. Tem- 
pi cton 8-7100 

Leslie L. Dunier, v. p. chg. radio-tv; Elaine 
Whalen, chief timebuyer; Lynn Diamond, 
Joyce Peters, Ed Tashjian, Hella Selman 

Berolio Oil, Peters; Canadian Fur Co., 
Peters; Ferber Pens (\u-Riter), Whalen; 
Gem Oil Co., Peters; Gold Medal Candy 
Corp. (Bonomo's Turkish tafTy, peanut brit- 
tle, Cocilana), Peters; Knomark Mfg. (Es- 
quire boot polishes), Selman; Monarch 
Wme Co. (Manischcwitz and Gold Ribbon 
wine), Whalen; National Shoes, Peters; 
Park & Tilford Perfumes & Cosmetics, Tintex 
Div., Tashjian; Rayco Mfg. Co. (auto seat 
covers), Diamond; Revlon (miscellaneous 
products), Whalen; Ronzoni Macaroni Co., 
Peters 

MOREY, HUMM & WARWICK 

350 Fifth Ave., Xew York L X, Y, Long- 
acre 4-2240 

William L. Wernicke, v. p., radio-tv; Kath- 
ryn Shanahan, Alice Middleton 

Holland House (cofTee & tea). Sinclair Re- 
fining Co. 

MORSE INTERNATIONAL 

122 East Y2nd St., Xew York 17. A\ Y. 
Oxford 7-2100 
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TIMEBUYERS OF U. S. . . ronhnticd 



Orrin E. Christy, Jr., media dir.; Raymond 
A. McArdle, radio-tv timebuyer; Mary E. 
Clark, asst. timebuyer 

\. D. McKeIvy (^eaf()rlIl) , I*rinre Matcha- 
Iirlli (perfunit^ co-nietio) , Wck Clieniical 
(.o. (^ i<*k prods.) 

JOHN F. MURRAY, ADV. AGY. 

22 hast [Oth St., ^e^v York 16, A'. ) . Lex- 
ington 2-8000 

A. Carle 

Iiileliall Pliarniacal (Anacin, licet, I 
Onlgro, FiL'Czoiie, Pr('j)arati<)n II. PriinatontM 

NORMAN, CRAIG & KUMMEL* 

188 Madison Arc, Aew York 22, A. 
Pfaza 1-0900 

Reggie Schuebel, Jeanne Sullivan, Renee 
Ponik 

Chanel, Inc., ("!olgate-PaInu)Ii\ e Co. (\et()), 
Hvul>(»n Pulp & Paper Corp., .Maiilenforni 
Bra!^!^it're, Ronton Corp. ( lighters & acc<'s- 
sories), Sclicnley Import Corp. (Duljonnel 
wine), Seenian Urotliers ( \ir Wick, Air 
Wick Mi-t, \ylasl, \Yhite Hose tea), Sel- 
chow ^ Riglilcr (Scrabbh^ Parchcsi), ;^p<'i- 
del Corp. (walcli bands, pliuto identification 
bracelets ) , W'ai ner-Lamlx^rt, Willys Motors 
(Jeeps) 

R. T. O'CONNELL CO. 

420 .Madison Are., Aetv York 17, A. Y. 
Plaza 3-5112 

Jack Cunningham, Anne Kelleher, R. T. 
O'Connell 

Heminway & Bart let t Mfg. Co. (nylon 
thread), Pomatex Co. < Poniatex hair cream 
& Lanolin Magic) 

OGILVY, BENSON & MATHER* 

589 Fifth Are., ^ew York 17, A. Y. Mur- 
ray Hill 8-6100 

E. A. Elliott, media dir.; Henry Cleef, 
Frank Gianattasio, Ann Janowicz, Marcia 
Raschen, Isabelle Stannard, Jeanne Tregre 

Armstrong Cork Co., Ginattasio, Stannard; 
Diamond Crystal Salt Co., Janowicz; Lexer 
Brothers (Dove), Janowicz; Lever Brothers 
(^Dove-Caiiada), Janowicz, Raschen; Lever 
Brothers (Cood Luck margarin(0, Cleef, 
Tregre; Melville Shoe Corp. CFliom McAn 
shoes), Gianattasio, Stannard; P<*psi-Cola 
(Scliweppes), Gianattasio, Stannard; Pliilip 
M orris (Sj)ud cigs.), Cleef, Tregre; Ib^lena 
Rub instein (cosmetics), Gianattasio, Stan- 
nard; Tetley Tea, Cleef, Tregre 

ROBERT W. ORR & ASSOC.f 

1 ir. 58//Z St., \cw York, X. Y. Pfaza 
9-8050 

Louis L. Ergmann, v. p., radio-tv dir., Nina 
Flinn 



Cinzano, Andrew jergens ( jergen^-\\ ood- 
Ix'rry prods.}, Pan-American ColTee Bureau, 
Rock wood & Co. 

ROBERT OTTO & CO.* 

Unternational Adrertising) , 25 West \3th 
St., Ae/c York 36, A. 

Patrick A. Petrino, media mgr. 

Bon Ami (.'o., John II. Breck, Inc., (^ami)Ijell 
Soup Co., Carter Products (Ri^c), Corn 
Products iMaizena), Cream of Wlieat Corp., 
Du Pout dc .Nemours & Co. (In C{)njunc- 
tion with domestic agency), Formica Corp., 
Gorliam Co., Geo. A. Ilormel Co., George W . 
Luft Co., Miles Laboratories, Miles Labora- 
tories Pan American, Miles Laboratories, 
Ltd., Canada, INortham Vi'arren Corp., Pliil- 
lips-Jones Corp., Real Airlin<'s, F. & M. 
Schaef<'r Brewing Co., StalTord-Millcr, Stand- 
ard Brands Int'l. (Blue Bonnet), Toborg 
Breweries, Vim. Underwood Co. 

OVESSY & STRAUS* 

Etnpire State BIdg., Acit; York I, A'. }'. 
Oxford 5-1290 

Milton Stanson, radio-tv dir. 

Breiuig Bro^. (paints), Milc-O-Graph, Pasco 
(meat products), Plastic Block City (toys) 

PARIS & PEART* 

370 Lexington Are., Seiv York 17, A. }". 
Murray Ilill 9-2124 

Weymouth Symes, Virginia Burke 

Ikeakstoue Bros, (dairy prods.), J. Colonna 
Bros, (grated cheese ) , Excelsior Quick 
I^^rosted Meat Prods., Great Atlantic & Pa- 
cific Tea Co., Joe Lowe Corp. (popsicles) , 
*No-Cal Corp. (iSo-Cal beverages) , Spratt's 
Patent, Ltd. (dog food), \'anity Fair Paper 
Mills, Inc. ( paper j)rodnct- ) , \^"<*-t Disin- 
fecting 

PLATT, DYSON & O'DONNELL* 

7 Last Wth St., New York 17, A. Y. Mur- 
ray Hill 7-3240 

Thomas O'Donnell 

Baerenklau Fuel Ct)., A. W. Barnhart (storm 
windows), Ph. Dietz Coal, Fifteenth Avenue 
(/arage. Otto Herman Hardware, Mills-Dnn- 
mark (furniture). 0X0, U.S.A., Ltd. (bouil- 
lon cubes. Instant 0X0 I, Robinson Aviation, 
Christian Sniitli Bakery, S(juirrel Brand Pea- 
nut>, S\l\ian Lamp>, Uniforms for Scliool- 
sters, L nited Ignition, Carl Zeiss, Inc. (cam- 
eras) 

PRODUCT SERVICES! 

17 E. 45//i St., \eu- York, X. Y. Murray 
HiU 7-0204 

Lester J. Blumenthal, exec. v. p., chief 
timebuyer; Mort Reiner 

mart-Tint air. Continental Grip-Kote, Gla- 



morene, 4'Iie Aotle-Le Mnr Co. (co-metics) , 
Roto-Broil 

FLETCHER D. RICHARDS 

10 Rockefeller Plaza, Xew York 20, \. Y. 
Judson 6-5400 

S. J. Frolick, v. p., tv-radio dir.; Keith 
Shaffer, network timebuyer; James M. 
Kelly, spot timebuyer 

\ni. Machine & Fonndn*, Ea-teru Air Lines, 
Lnit<'d States Rubber Co., \Vaternian Pen 
Co. 

ROBINSON-RAPP ADV. AGENCY 

130 If. Vlnd St., Xeu York 36, A. Y. 
Cbickering 4-6418-9 

James J. Robinson, Rosa W. Rapp 

llu^h-A-Phone Corp., Robinson; Jo>^ph M. 
Klein ( men's clothing) , Robinson; Scliool 
of Memory & Concentration, Rapp 

THE ROCKMORE C0.+ 

37 W . 57th St., Xew York, A. Y. Plaza 
8-2400 

Charles L. Lewin, v. p., radio-tv; Mary 
Burak 

Hebrew National Meat>-, Plymouth Rock 
Meats, Red Cheek Apple Juice, Sloan's 
Liniment 

RUTHRAUFF & RYAN* 

405 Lexington Ave., Xew York 17, X. Y, 
Murray Hill 6-6400 

Daniel M. Gordon, media dir.; head time- 
buyer; Vincent T. DeLuca, Mary Dowling, 
Al Sessions, Edw. Sherinian 

Ago>tura-Wupperman Corp., Bon Ami Co. 
(New Jet Bon Ami), Flav-R-Straws, Frito, 
New York, Inc., General Elec. ( air condi- 
tioning div.). Sun Oil Co. (Sunoco gas), 
Yale & Towne Mfg. Co. 

BEN SACKHEIMt 

2 r. 59th St., Xew York, A. Plaza 
1-2200 

William Galker, media dir.; Robert 
Glatzer 

I'lie Autoyn* Co., Burlington Industries 
( Iless-GoldMiiith Co.), Nationwide Insur- 
ance, Peter Pan Foundations 

ST. GEORGES & KEYES 

250 Park Are., Ae/c Y'ork 17, A. Yukon 
6-7575 

« 

Stanley J. Keyes, Jr., pres.; James J. 
Freeman, v. p. & media dir.; Roy N. Wil- 
liams, Marshall Murphy, Aiicia Frost 

Davi>on Chemical Corp. (Da\ co fertilizer) , 
Williams, Frost; Metropolitan Pontiac Deal- 
ers of N. ^ ., N. J. & Conn.) , Freeman, 
Frost; H. K. Porter Co., Freeman; Revere 
Copper & Brass (Revere Ware), Freeman, 
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So many listeners tell us 
that without even seeing the 
dial they know they are 
tuned to WSB Radio. 



Atlanta's WSB radio 

SOUNDS different 




The Voice of the South 



In the Atlanta metropolitan area there are 
thirteen radio stations. There are some 
thirty stations within the immediate vicinity. 
In a situation like this the astute time buyer 
banks on a truism in the broadcasting business: 
The station which people can identify 
without even hearing the call letters is the 
station the people follow. Invariably, this 
station enjoys the lion's share of the tune-in. 
In Georgia, i/uii station is WSB Radio. 
The pleasing sound of WSB Radio creates 
pleasing results for advertisers — helps 
advertisers reach more people for less money. 
The sound of WSB Radio — teamed with 
large increases in population and set-homes — 
delivers more audience per dollar 
than fifteen years ago. 



WSH Radio and WSli-TV are afjdiated yvith The Atlanta 
Journal and Constitution. SBC affiliate. Represented by Petry\ 



\ WSB /radio 
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Frast; Texas Brands (frozen foods), Free- 
man 

SANGER-FUNNELL* 

60 E. VZnd St., \eic York 17, X K. A/ur- 
roy HUl 7-1513 

Robert L. Neff, Robert L. Storski 

John II. tirahaiu & Co. ^g(Mieral hardware, 
hand & jrarden tools), Ohio Machine Prod- 
nds ' >pike di>r lawn cuhivators, Dunham 
lawn rollers). Whitehead Metal Products 
Co. 

FRANK B. SAWDON 

60 36th St., Xew York 22, .V. Y. Plaza 
h\6\6 

Jerry Bess, James Hockett 

Rohert Hall (clothes) 

CHARLES SCHLAIFER & CO. 

1 If'est 58//i St., Aew York, .V. Y, Murray 
I fin 8-1510 

Herb Joseph 

A>tor Theatre, Roxy Theatre, 20th Century 
Fox Film Corp.. N'ictoria Theatre, Wilson 
Line (cruise ships) 

SHELDON-FREDERICKS ADV. ASSOC. 

175 Filth Ave,, Sew York 10. .V. Y. 
Cramercy 7-5393 

Gil Roger, rodio; Lowrence C. Bossett, tv 

HAROLD J. SIESEL CO. 

216 E, 49th St., .\ew York 17, .Y. Y. Pfaza 
9-6440 

John T. Ci'sneros, Doniel Siesel 

Benedict's Lunch. Siesel; Paramount Maca- 
roni Mfg. Co., Siesel 

RAYMOND SPECTOR CO. 

145 Park Are., Xew York 22, A. Mur- 
ray IlUf 8-4407 

Richord G. Bloine 

Hazel Bi-hop (lipstick, nail polish, com- 
ph'xion glow, compact makeup, liquid make- 
up, eleanser) 

STERLING ADVERTISING AGENCY 

535 Fijth Avenue, Sew York 17, \. Y, 
Murray Hi}} 7-3400 

Alfred B. Udow, medio dir. 

Julius Grossman Shoes. Milium Div., Deer- 
injr. Milliken & Co. (lining for clothes, etc.) 

STREET & FINNEY* 

\3 W\ l^th St,, Sew York 36, .Y. Y. Cir- 
r}e 6-1700 

Helen A. Thomos 

C(dgatf-Pahu()live Co. (Florient Aerosol, 
Kan-Kil bug killers) , Eastco (Espotabs) , 
Foster Milhurn Co. (Doan's pills), G. T. 
Fnlford ^chihlrens medicine). Kiwi Polish 
r.o. (Kiwi shoe polish) 



SULLIVAN, STAUFFER, COLWELL & 
BAYLES* 

477 Madison Are,, Sew York 22, S, Y. 
Murray Hi}} 8-1600 

Wolter Bowe, Jock Conning, Don Hirsch, 
Steve Suren, Tom O'Deo, Iro Gonsier, 
Vero Brennon 

American Petroleum Institute. Bowe; Ameri- 
can Tobacco Co. (Half & Half Toh.), Bowe; 
American 4'ohacco Co. (Pall Mall), Bowe; 
liest Foods (Presto, 1 1-0 Quick oats), II-O 
Farina), Hirsch; Bine Coal. O'Deo; Carter 
Products (Arrid), Suren; Carter Products 
(Bingo), Conning; Carter Products (Ri^e), 
O'Deo; I). L. Clark Co. Conning; DuBarry 
Div. of llndnut Sales Corp., Corroll; Mrs. 
FilhertV ( margarine, mayounai--e, salad 
dressing). O'Deo; junket Brand Foods 
(dessert pro(h., quick fudge & frosting mix), 
Suren; \. LaKosa & Son--, Hirsch; Lever 
Brothers (Lifebuoy, Silver Dust) , Bowe, 
Corroll, Conning; Lever Brothers (\im), 
Bowe; Noxzema Chemical Co. (all prods.), 
Corroll; Simoniz Co. (Non-SenfT, Kleeners, 
Plumite), Corroll; Simoniz Co (BoJy>heen), 
Conning; Smith Brothers (all brands), 
Suren; Spcrry & Hutchinson Co., Suren; 
Whitehall Pharmacal (BiSoDol, Infra-Rub), 
Hirsch 

SUSSMAN & SUGAR* 

24 West 4Qth St,, Sew York 18, S, Y, 
Lon^acre 3-4470 

Hildo Spirito, Aoron Sussmon 

(A'^o^e: Unless otherw ise indicated, all ac- 
counts arc publishing firms.) 

Appleton-Century-Crofts, Crown Publishers, 
Dial Press, Farrar, Straus & Cndahy, Golden 
Books, Grove Press, McGraw-Hill Book Co., 
Julian Messner. Modern Library, Thoma-- 
Nehon & Sons, Pantheon Books, Peter Pau- 
per Press, Random House, Rutgers Univer- 
sity Press, Ralph Stark, Inc. (railroad 
e(juip.), Simon & Schuster, Univ. of Calif. 
Press, T'uiv. of Chicago Press, Univ. of Okla- 
homa Pres^, Univ. of Minnesota Press, Univ. 
of Texas Press, N^ibration Eliminator Co. 
(Mfrs.). Westminster Press 

KARL THALL ADVERTISING AGENCY 

118 E. 2Sth St„ Sew York 16, A. K. Mur- 
ray Hi}} 6-5566 

Korl Tholl, Ethel Tholl 

Natitmal Farm Equipment Co. (lawn mow- 
ers), K. Tholl; Perfo Mat & Rubber Co. 
'floor mats). K. Tholl; Record Dividend 
Club (record--), E. Tholl; Standard Toykraft 
(toys & games), K. Tholl 

J. WALTER THOMPSON CO.* 

420 Lexington Avenue, Sew York 17, 
A. Y, Murray Hi}} 3-2000 

Arthur Porter, medio dir. 
Associote Medio Directors: Philip Birch, 
Jock Green, Richord P. Jones, Robert 
Lilien, Jomes O. Luce, Jr., Anne Wright 
(Mrs. H. V. Anderson) 



Morion Dyor, dept. mgr.; Ruth Jones, 
brdcst & stotion relotions superv.; Lucion 
Chimene, Christine Mosco, brdcst analysts 
Timebuyers: Polly Allen, Morie Borboto, 
Joseph Borker, Richord Bronigon, Gordon 
Dewort, Thomos Glynn, Robert Gorby, Joy 
Goshen, John Groy, Edwin Green, Robert 
Hod ley, Richord Joseph, Jock Keefe, 
Morio Kircher, Michoel Lo Terre, Fronk 
Morsholl, Peggy McAuloy (Mrs. Byrd), 
Rick Munson, Allon Socks, Som Scott, 
Joyne Shonnon, John Sisk, Noncy Smith, 
Dorothy Thornton, Beverly Turner (Mrs. 
Plyer), Horold Veltmon, Richord Vorce 

Aluminum, Birch; Morsholl, Dewort, Bron- 
igon; As-oc. Ho^pital Serv. (Blue Cro«s), 
Lilien; Borker, Kircher; Atlantis Sales 
( foods) , Wright; Smith, Turner, Gorby; 
Brillo Mfg Co. (cleaning pads) , Wright; 
Smith, Turner, Gorby; Buhoni (food-), 
Wright; Socks, McAuloy, Gorby; Burling- 
ton Indu>tries (fabrics) , Wright; Socks, 
McAuloy; Chesebrough-Pond's (cosmetics) , 
Wright; Smith, McAuloy, Gorby, Church 
& Dwight ( baking soda) , Lilien; Borker, 
Kircher; Ciba (pharmaceuticals), Wright; 
Smith, McAuloy; Crompton-Richmond, 
Wright; Socks, Turner; Devoe & Reynolds 
(paints, etc.), Lilien; Borker, Kircher; East- 
man Kodak Co. (film). Birch; Morsholl, 
Vorce, Bronigon; Fieldcrest Mills, Wright; 
Socks, McAuloy; Ford Motor Co., Luce, 
Jr.; Glynn, Thornton; Ford, English Built, 
Luce, Jr.; Glynn; Lever Bros. (Rinso, Lux, 
Rayve) . Green; Sisk, Munson; Menthola- 
tum, Wright; New York Central, Lilien; 
Borker, Veltmon; Oneida. Birch, Morsholl; 
Owens-Illinois. Lilien; Borker, Veltmon; 
Pan American Grace Airways. Jones; Shon- 
non, Allen; Pan American World Ainvays, 
Jones; Shonnon, Allen; Purolator Prods. 
Co. (filters) , Lilien; Borker, Veltmon; 
Ritchie. H. F., Inc. (Scott's Emulsion) . 
Lilien; Borker, Kircher; RKO Teleradio 
Picture. Wright; Socks, Turner; Scott Pa- 
per Co., Jones; Shonnon, Borboto, Groy; 
Seven-Up (New York area), Birch; Mor- 
sholl, Vorce; Shell Chemical Co., Lilien; 
Borker, Veltmon; Shell Oil Co.. Birch; 
Morsholl, Dewort, Bronigon; .*>tandard 
Brands ( foods ) . Li I ien ; Bo rke r, Ve I tm o n ; 
Sylvauia Electric Products. Jones; Shonnon, 
Allen; Trico Product- (windshield wiper), 
Lilien; Borker; \^ ard Baking Co., Lilien; 
Borker, Kircher; J. B. Williams (toilet arti- 
cles). Green; Sisk, Munson; Wool Bureau. 
Jones; Shonnon, Allen; \^ . F. Young (Ab- 
sorbine. Jr.). Birch; Morsholl, Vorce 



Timebuyers of the U. S. 
listing will continue 
in the 77 August issue 
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atlt rHt\* m* fit 



BARTER AND BARTER 

by Television Clearing House, Inc. 
157 West 57th Street 
New York, New York 



Then* IxMMi iniicli lalk in ii(l\(Mli>iii{j; <'irt'lt*> 
and anionjr national sile-* rcprcxMilalix t*^ ahonl 
HarltM and harlcM* nu*nlKinl>. 



\v intln^liA iia-* hern con^nnietl in iht* hi-l 
nH)nlli> hv rnnior, ht*ar>av and j)r(*jndi(t* rtdali\<* 
It) iIh* haMtM'ing of l(de\ i>i()n lime and liie down- 
gradinfi of lh(* eard rale. 

Nowhere ha^ ihere app(*ared a coniph^lt* DKFI- 
MTION of lhi> now nii>ii>ed word. W e, lluMt^fort*. 
a^ ('on>nllanl^ lo ihe program^ of 139 'reh»vi>ion 
^^lalion> find il nee(*^>arv. >inee we are involvt*d in 
a form of harUM\ to tdt*ar tlie air. 

There are iwo lyj)es of HarlcM*: 

(1) llie (*\ehange h(*tweeu a >lati()n and a film 
eomj)anv whtMehy llie ^lalion pin(*ha>e> large 
amonnl- of film j)rotlnel and pay^ for lhi> jirodnel 
in lime. Thi> lime i> ihen re-old at a variel\ of di-- 
('olnll^ d(*pen(ling on the >ale.- dejKirlmenl or the 
appointed >ale- representative- of the film eompany. 
Th(Me \> a po»il)ilily that (le>pite the ronlrover>\" 
()vt*r llii> lran>aelion, the film eompany i> j)erf()rm- 
ing a di>linel and ntMx^»ary >ervire for the >laliou 
and that the station, hy re->elling th(^ film to it> 
-p()n>or>. get> hac^k to eard rate. 

(2) The jol) given to a company hy a >lation to 
>ernre for it> PROGRAM DKPARTMENT. not 
Sale- Dt*partment. many elements of prodm^tion and 
promotion, e.g. large tpiantitie.- of preminm- for it> 
(Mirrent loeal tdient> on the air >o that the\ can he 
mercdiandized ; fnrnitin"(\ j)rop>, and j)hy>it\il ele- 
ment.- of prodnetion to enhance the look- and tpial- 
ity of loeal li\e program-; prize- and gi\eaway> for 



their j)arlieij)ation -how-; eontt*-t i(h\i-. proinolion 
id<\i- and |)rogi ani id<M-; M\'K, KAS VT( )dM\< )- 

1)U(T^ FORMATS COMRLKTK W ITII TIIK 
PHYSICAL AIDS TO PRODLCK TIIKM; and 

the fnnetion of a merehandi-ing dt*j)artnnMit lo^atcMl 
in a j)rineipal market which i- gcncMally inaccc— 
-il)h* to tin* -talion. For lh(*-(* -<M"\ice- lo thr -tation 
it i- inad\ i-ahh* to n-e the term '*Rarl<'r'' -Incr the 
-lation dot*- not -wap timt\ ln-tt*ad it recogni/<»- the 
fact that lh(* ne(*d> e\j)r(*--t*d al)()\t* nui-t he* j)aid for 
and dot*- -o in tlu* traditit)nal fa.-hion of radio and 
ltde\i-ion -lation- -ince the hirlh of tin* indn-lrv on 
a LlMITFl) TRADK-OL T of a minor portion of it- 
time, extending the right to offt*r -neh a tradc-ont 
lo mannfactnn*r.- or firm- with tht* mt*rchandi-ing 
comj)an\ a- an agent. 

Ihi- trad(*-t)nt time i> (piickK recaj)tnred hy tin* 
intnra-cd valne of the local j)rogram.- and i- and 
W AS ALWAYS an invalnahle aid to tin* local -ale- 
department of the -lation. THIS TRADF-OLT IS 
DOXF WITHIN THE FXISTIXC CARD R \TF 

OF TiiF station: 

The latt(*r i- what 1 eh'\ i-ioii Ch*arinu I Ion-<* 
doe- for the })rogram- of 139 roh'\i-ion Station-. 

In concln-ion. we do helicNc that all l)artt*r 
i- irood. hilt OH the other hand, w t* mo-t firniK 
maintain, ex othcio. the right of an\ j)r()gram dc- 
j)artnn*nt to enhance the \alne of il- local j)rogram- 
-o that il can l)ell<*r -cll il- local ad\ t*rti-cr-. 

L. J. DAHLM \N. 
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HUB 



OF THE 




An Exclusive Market 



DOMINATED BY FULL POWER CHANNEL SIX! 
^ 130,000 TV HOMES ^ 575,000 PEOPLE 

$600,000,000 Consumer Spendable Income • $4W,000,000 Retail Sales • 200,000 Farm Population 



SERVED BY THE POWERHOUSE WITH OVER 300 
MONTHLY HOURS OF TOP NETWORK PROGRAMMING 



NETWORK 
COLOR 





*NCS #2 updated by 
Pulse and Station 
estimate to 9-1 -57 



WALTER M. WINDSOR 

General Manager 



CHANNEL 6 100,000 WATTS 

TEXARKANA, TEXAS-ARKANSAS 

Represcnfed By 
Veuardy Knifonl & McConnell^ Inc. 




RICHARD M. PETERS 

Coffnuerdul Manager 



4S 



SPONSOR 



10 AIGLST 1957 



.7 tU'rlJ) listUl^ uf rli<uill,rs 

trt tin* a*lt rrtt\inti ami Itnuulni^t fn'Uls 




NEW AND P«^*» ~W 



NEW ON RADIO NETWORKS 



SPONSOR 


AGENCY 


STATIONS 


AnKOsturj-Wuppcrm jn, NY 


R&R. NY 


CBS 


201 


Armour. Chj 


Ayer, Chi 


CBS 


201 


Cowlcs Magazine, NY 


Me-E, NY 


CBS 


201 


Ccncrjl Foods. White Plains 


Y&R. NY 


CBS 


201 


General Motors, Detroit 


Campbell- Ewald. Detroit 


CBS 


100 


General Mtrs, CMC Truck. Detroit 


Kudner, Detroit 


CBS 


201 


General Mtrs, CMC Truck. Detroit 


Kudner, Detroit 


CBS 


201 


General Mtrs, CMC Truck, Detroit 


Kudner, Detroit 


CBS 


201 


Kfjft, Chi 


Needham. Louis & Brorby. Chi 


MBS 


4 BO 


Krjft, Chi 


Needham. Louis & Brorby. Chi 


MBS 


4B0 


Kraft, Chi 


Needham. Louis & Brorby. Chi 


MBS 


4B0 


Secman Bros, NY 


NC&K. NY 


CBS 


201 


Scott Paper, Chester 


]WT, NY 


CBS 


201 


Sleep-Ezc, LA 


Milton Carlson, LA 


CBS 


201 


Sterling Drug. NY 


DF5. NY 


CBS 


201 



PROGRAM, time, start, duration 

Arthur Godfrey Time, F 10-10 IS alt 10 lS-10 30 am. 13 
Sept, 13 wks 

Arthur Godfrey Time. Th & every 4th F ll lS-H 30 am. 

26 Sept. S2 wks 
Sez Who. Su 7-7 30 pm . S mm seR, H july . 4 wks 
Arthur Godfrey Time. Th 6 every 4th F 11 IS 11 30 am 
Soap Box Derby; Su S-S IS pm. B Au({ only 
Farm News. Sa 9.30-9 4S am. S mm scr. 3 Aur, 4 wks 
FBI In Peace & War. Su 6:0S-6 30 pm, S mm seR 4 Aur. 

4 wks 

Saturday Night Country Style. Sa 7 OS B pm . S mm seR 

3 Aug; 4 wks 
News; M-Sa 11 30 am, S mm; 19 AuR. 4 wks 
News; M-F S:30 pm. 5 mm, 19 AuR. 4 wks 
News; Sa B.30 am; S mm, 24 Aur; 4 wks 

Arthur Godfrey Time. W lOlS-10 30 am, IB Sept 26 wks 
Our Gal Sunday; W 12 4S-1 pm; spon . 10 july. S2 wks 
House Party; W 3-31S pm; spon. 10 july, S2 wks 
Gunsmoke; Su 6:30-6:5S pm; S mm seg. 7 july. 13 wks 



RENEWED ON RADIO NETWORKS 



SPONSOR 

Campana Sales. Batavia 
Clairol. NY 

A. E. Stalcy Mfg. Decatur 
Wm Wrigley. Chj 



AGENCY 

Erwm Wascy, NY 
FCB. NY 

R&R. Chi 

Arthur Mcyerhoff, Chi 



STATIONS 

CBS 201 
CBS 201 

CBS 201 
CBS 1S6 



PROGRAM, time, start, duration 

Robert Q Lewis; Sa 11:0S-12 N; S mm seg 13 july 13 wks 
Galen Drake Variety; Sa lO.OS-lO SO am; S mm seg; 20 |uly 
13 wks 

Arthur Godfrey Time; F 11-11 IS am; IB july; S2 wks 
Howard Miller Show; M-F 11-4S am-12 N: IS july; S2 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Felix Adams 

Ken Bagwell 

jamcs L. Barker 

Richard Barron 

Smith Binning 

Dr. Ancurin Bodycombc 

lack Davis 

Robert A. Dcttman 

Raymond F Eichmann 

james H. Ferguson, jr. 

John Grandy 

J. Kent Hack leman 

Steve Halpern 

Bob Hanna 

john W. Highberger 

Edmund j. Hughes, jr. 

Larry H. Israel 

j. C. johnson 

Olive M. johnson 

john Keenan 

Norman Knight 

Robert Livingston 
Bill McNabb, jr. 
David C. Milam 
jim Molohon 
john N Nickcll 

Odin S. Ramsland 
Philip |. Renison 
Robert Rosen 



FORMER AFFILIATION 

^KLAC, LA. gen sis mgr 
._KXYZ, Houston, sis mgr 
_KOLN-TV, Lineoln, prom 0 publicity mgr 

,S. I. Newhouse, Syracuse 0 Harrisburg. exec staff 
KDKA. Pittsburgh, sis 
_ McGavrcn-Quinn. NY, mgr 
.Red River Brdesting. Duluth, vp & chf engineer 
.john Blair, NY. sis development mgr 

^Red River Brdesting, Duluth. local & ntl tv sis mgr 



.WCKT-TV, Miami, publicity dir 

.WGBS-TV, Miami 

.KARD-TV, Wichita, prom mgr 



WENS. Pittsburgh, vp & gen mgr 

WTIC. Hartford, supvsr comm traffic 
WNEM, Saginaw, gen sis mgr 

Yankee Div. RKO Tclcradio Pictures. Boston, exec vp & gen 
mgr 

CBS TV Network Sis. NY. acet exec 
University of Utah, student 



KELO. Sioux Falls, prom mgr 



_Rcd River Brdesting, Duluth. vp 



NEW AFFILIATION 

Same, vp in chg stn ops 
WTVj. Miami, asst ntl sis mgr 
KBTV. Denver, same 

WSjS. Winston-Salem, head radio & tv prom depts 

WCAU-TV. Phila. dir of sis development 

Same, supvsr sis 

Stars National, NY. acet exee 

Same, exee vp & ehf engineer 

ABC Net. NY. dir of sis development & research 

WWLP. Springfield, gen sis mgr 

Same, plus asst gen mgr 

WjLS. Beckley. W. Va. sis mgr 

KYW-TV. Cleveland, same 

WPST-TV. Miami, eomm mgr 

WLW-I. Indianapolis, publicity & prom mgr 

WWLP. Springfield, sis mgr 

WAAM, Baltimore, gen mgr 

KPLO. Winncr-Chamberlain-Pierrc-S D.. mgr 

Same, supvsr radio traffic 

WANE-TV. Fort Wayne, dir of sis 



Same, pres 

Same. LA. Pacific Coast mgr 
KEY-T. Santa Barbara, acet exec 
Avcry-Knodel. Dallas, radio sis 
Same, mgr 

CKLW Radio & TV. Windsor. 

research 
"^ame. gen mgr 
WRLP. Greenfield, sis mgr 
KELO. Sioux Falls, sis prom mgr 



Ontario, sis promotion 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 

jon W. Barkhurst 

Kenneth R. Baumbusch 

Henry S. Bean 

Don Cavitt 

George Chamberlain 

Henry Colman 

Richard Fishcl 

Garry Hollihan 

Charles Lee Hatchings 

Bill Larimer 

T. Rand McCabc 

Paul Patterson . 

Arthur Poppenberg 

Carl Reimcrs 

Thomas F. Scannell, jr. 
Gerald Shapiro 
Raymond Sheldon 
Marshall P. Smith 
Florence St. George 
Ray Weber, jr. 
Richard D. Wylly 



FORMER AFFILIATION 

.ABC. Hollywood-SF. dir of merchandising, prom & publicity 

B. T Babbitt, NY. marketing mgr new products 

BBDO. NY, acet supvsr 
.Murray & Malonc. Twin Cities, sis 
.WTV|, Miami 

.Theatre Guild. NY. dir of tv pgm development 
.Kenyon & Eckhardt. Phila. copy supvsr 
.Edward Petry. LA 

.French & Preston, NY. vp & creative dir 

Edward Petry, LA 

Beaumont & Hohman. Chi 
.Florida Citrus. Lakeland, dir of advtg 

WTVj. Miami 

From retirement 

Time. Inc, Chi. sis. merchandising & prom 
NC&K. NY. aect exee 

Gardner Advtg. St. Louis, reg'l aect exec 
SC&FC. NY. copy & acet exec 

'Tolgatc-Palmolive. NY. brand mgr & marketing coordinato* 
Benton & Bowles. NY. vp & copy supvsr 



NEW AFFILIATION 



Wyman Advtg. SF, dir of all merchandising 0 handle special 
accts 

john F. Murray Advtg. NY. vp & gen mgr 
Same, vp 

Nemer Advtg. Minneapolis, acet exee 
Henry Quednau. Hampa. office head 
Emil Mogul. NY. dir of radio & tv production 
Gearc- Mars ton. Phila. sis prom dir 
Edward Petry LA. in chg radio sis 
Mc-E. LA. creative dir 
Edward Petry. LA. mgr 
Turner Advtg. Chi. exec on creative staff 
Laccy & Patterson. Tampa, vp & seety 
Henry Quednau. Tampa, office head 
Hoffman - Manning. NY, supvsr of acet execs 
plans board 

Klau- Van Pictcrsom- Dunlap. Milwaukee, acet exec 
Same, sr aeet exee 
Laccy & Patterson. Tampa, second vp 
Same, acet exec 

Lawrence C. Gumbinner. NY. acet exec 
McCann-Erickson. LA. asst acet exec 
SSC&B, NY, vp & creative dir 

■ 



and head of 
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RATINGS: TOP SPO|F 



nw rank 



1 1 



2 2 



3 4 



4 9 

(tie) 



4 5 



6 6 



7 3 



8 



9 8 



10 7 

I 



Top 10 shows in 10 or more markets 
Period 3-10 June 1957 

TITLE. SYNDICATOR, SHOW TYPE 



Highway Patrol (M) 



Z t V 



State Trooper (A) 



MCA 



Dr. Hudson's Secret Journal (D) 



ICA 



Men of Annapolis (A) 



Z[ V 



Sheriff of Cochise (W) 



NT A 



Silent Service (A) 



NBC Fl LM 



I Search For Adventure (A) 



GEO. BAGNALL 



Death Valley Days (W) 



U. S. BORAX 



San Francisco Beat (D) 



CBS FILM 



Dr. Christian (D) 



z r V 



Average 
ratlms 



22.7 



18.8 



18.2 



18.0 



18.0 



17.6 



17.3 



17.0 



15.6 



15.5 



7-STATION 
MARKETS 


5.STA. 
MARK ETS 


4-STATION MARKETS 


N.Y. LA. 


S. Fran. 


Seattle- 
Boston Chleage Detroit Mllw. Mnplt. Ptilla. Tacoma Wash. 


wrca-tv kttv 
7:00i>m OiOOptn 


1 5.0 

kron-tv 
*; :30pm 


IC'O 1>IC l^O OIC o x f\ ^ M M 

15.2 14.5 27.2 1J.9 16.2 21.5 26.0 14.4 

whz-tv wgn-tv wjhk-tv utmj-tv kstp-tv wraU-tv komo tv wtop-tv 
10 :30pni 8 :00pm 9 :30pm 0 :30pm 10 :30pm 7 lOOpm 7 :nOpm 7 :00pm 


klij-tv 


ICC 

1 5.5 

kpi\ 
7 :00pm 


Oft7 lit7 l^c 17ft lie 

2U./ lo./ 16.5 17.9 11.5 

wiiac-tv wnbn i\tmj-tv kstp-tv wrtv-tv 
10 :30pm n :30pm 9 :30pm It :3«pm 10 :30pm 




1 c n 

kplx 
10:00pm 


l>ic l>l*i *iic i*io 
21.2 14.5 14. 2 21.5 12.2 

wnac-tv wnbq wx>*z-tv wtmj-tv kstp-tv 
10:;tOpm 10:00pm 10:30pm s:00pra 7:30pm 


C A 1 1 O 

i\al>c-tv knxt 
lfi:.Snijm 7:30pm 


1 1 o 
1 

kplx 

n :30pm 


0.5 20. o 12.5 12.0 14.6 10.2 

ugn-tv wjbk-tv wlsn-tv wcctj-tv komo-tv ivtop-tv 
9:30pm 10:00pm 0:00am 4:00pm 9:00pm 7:00pm 


R O OA 

wabd kttv 
7:00pm 7:30pm 


1 0 

kron-tv 
*5 :30pm 


0(\ ^ 170 "i. OO IfiO TOO 017 lie 

wnac-tv wnbc] wwj-tv wtmj-tv wrf-o-tv wcau-tv king-tv urc-tv 
6:00pm 7:30pm lOrOOpm 10:30pm ft :30pm 7:00pm 7;00pm 10:30pm 


o. 1 11.7 

wrca-tv kttv 
7:00pm 7:30pm 


1 it C 
1 0.5 

k ron - 1 V 
7:00pm 


1>1C1^7 0>llftC 

14.5 12.7 24.1 9.5 

wbz-tv wnbfi kine-tv wtf>p-tv 
7;00pm 9;30pm 7:30pm 10:30pn) 


13.6 

k«>p 
7:00pm 


21.5 

kuix 
7:30pm 


17.2 3.0 8.7 17.9 29.8 

wnac-tv tklw-tv witi-tv wtcn-tv king-tv 
5 :30pm S :00pm 9 ;30pm 9 :30pm 7 :00pnt 


7.9 

wrf-a-tv 
7 :O0i)[n 




13.5 13.0 14.5 8.9 20.5 9.7 

wnbq wwj-tv wcco-lv wrcv-tv komo-tv wrc-tv 
9:30pm 10:00pm :0()pm 7:00pm s:00pra 7 :oopm 


3.9 11.9 

wpix kttv 
:30pm 9:3npm 


11.9 

koix 
10:30pm 


11. 4 10.9 14.0 9.9 

wnac-tv wgn-tv wjbk-tv wcau-tv 
11 :00pm 9 :00am 10:30pni 7 :00pm 


3.0 10.1 

wabr-tv kttv 
10:3opm 7:30pm 


1 1.9 

kgo-tv 
7 :00pm 


12.7 5.5 20.5 12.0 8.5 14.5 7.5 

wnac-tv wen-tv wjbk-tv wtmj-tv wrcv-tv king-tv wmal-tv 
4 :00pm 9 :30pm 10 :00pm 10 :00pm 7 :00pm 5 :30pm 9 :00pm 



3.8TATlOH?|UfK 



Atlanta ^ 



16.9 V\ 

waea-tv urs 9 
10:00pm l.ia 



18.4 

waca-tv 
lo-.oopm 



SI 



16.4 

«!.b'tv 
in:O0pra 



15.5 2/:il 



waga-tv wnt • 
10 :00pm 10 % 



19.7 i:^ 

iv<;b-tv ut/4f 
10 :o07,in 10 



15.7 

wsb-tv 
10:00pra 



20.0 

wsb-tv 
9 ;30pm 



V 



Rank P«r 
rww rtnk 



Top 10 shows in 4 to 9 markets 



1 



Martin Kane (A) 



Z I V 



Crusader (A) 



MCA 



3 1 



4 2 



Esso Golden Playhouse (D) 



OFFICIAL FILM 



Life of Riley (C) 



NBC Fl LM 



5 4 



6 6 



Frontier Doctor (W) 

HOL LYWOOD TV SERVICE 



Stage Seven (D) 



TPA 



Kingdom of the Sea (Doc) 



GUI LD 



8 



Cisco Kid (W) 



Z I V 



Code 3 (A) 



A BC FILM 



10 



Your All Star Theatre (D) 



SCREEN CCMS 



19.7 



19.4 



19.1 



16.0 



14.5 



14.0 



13.4 



13.2 



13.1 



12.1 



10.3 

kttv 
S :00pm 




12.5 

w\v j - tv 
10:00pm 






10.5 10.9 

wnac-tv u-wj-tv 
11:00pm 9:30pm 






14.5 18.2 11.4 

«bz-tv wcau-tv wrc-tv 
7 :00pm 1(( :30pm 10;30pm 


13.7 

kttv 
S :30pm 


19.9 

kron-tv 
7:00pm 


8.4 21.9 

wnbq kinK-tv 
10:30pm 7:30pm 


7.7 

kttv 

n :00pm 




12.9 

wx i X 
10:00pm 


2.0 

wpix 
S :00pm 






1 1.4 

kcop 
7 :30pm 




16.2 9.7 14.6 

ckl\v-tv wlsn-tv komo-tv 
10:30pm 0 :3(tpni 9:30pm 






10.2 9.9 9.1 

w:xyz-tv wcco-tv wtop-tv 
9:30pm 4:30pm 6:00pm 


9.6 9.3 

wrca-tv kttv 
10:30pm 7:00pm 


15.9 

kron-tv 
10:30pm 


8.7 11.2 16.2 10.9 

wtcn-tv WTCV-tv king-tv wtop-tv 
9:0opm 7:00pm 10 :00pm 7 :00pni 


7.0 

kttv 
7;00pm 


6.3 

kgo-tv 
7:30pm 


11.9 11.2 

wxyz-tv WTCV-tv 
10:00pui 10:30pm 



16.4 

waga-tv 
10:30pm 



wh « 
10 4 



fl,! 



13.5 i:i 



H aea-tv 
"» :30pm 



7:0 



1 



Show type irmboU: (A) actveatura; (C) comedy; (D) drama; (Doc) documentary; (K) kldi: (if) 
niynwr; (Mu) musical; (8) iport; (SF) Sclwvce FlcUon; (W) Weetom. PUmi llitad ar© lyn- 
alcat«i, »4 hr., Vz hr. & hr. lencth, tel«cait In four or more markou. The aveniE* rating Is 
fco unwelKhtwl averafe of Individual market ratlngi listed abore. Blank ipaco Indlcatea fllm 



not Oroadcast In this market 3-10 .Tune While network shows are fairlj' stable frcr 

month to another In the markets In which they are ahonn. this Is true to much lesser ext«oliVii::« 
syndicated shfnrs. Thlg should be borne In mind wrhen analyzlne rating trends from ooe mar t*/>w 
another In this chart. * Refers to last month's chart. If blank, show was not rated at all l>''*^-r; 

?4 



I 



(LM SHOWS 



IflON MARKETS 



Columbus St. L. 

I7 31.3 24.4 

J*7 wt)n» tv kuk tv 
t>m 9 3i>t>m 10 OOpni 

19 19.2 19.7 

(T wtvn It k5<l tv 
pm 9 30pni 9 SOpm 

20.2 
k<a tT 

7 24.2 16.5 

H 30Tira 10 Oi>i)n) 

0 21.4 14.2 

tr uhns tv ksd tv 
llim 10 ODpni 10;30|>u) 



IT 



19.5 

kuk tv 

10 (HIpMl 



1.2 
« 

m 



'.9 22.7 26.4 

It \\ltni tv kwk tv 

m S 30pm D.aOpm 



tT 

2 14.7 20.5 

tT tthns tv k^vk tv 
>m 10 30pra 10:0<1pm 



2-STATION MARKETS 



BIrm 



wUtc tv 
0 3 Op Ml 

38.3 

wtirr Iv 
:tOpm 

28.0 

w ul>l 
^ 30pin 



!* 3Hpm 



uhrc tv 
S 30pin 



27.8 

H hrc-lv 
I» OOpin 



23.5 

u tirc-tv 
10 00pm 



Dayton New Or. Provld'ce 



32.3 37.3 46.8 



Hhio IV 
s OOpm 



wlito Iv 
i> 30piii 



\vtit< IV 
9 .30prn 



9 ;3opm 



tthio- tv 
9:30pm 



1 1 15pm 



uiUn IV 
10 iHipm 



24.8 25.3 



VkiUu IV 
in iMipm 



23.5 

ujar IV 
10 3rtpin 

18.8 

uj»r tv 
10.30pm 

16.8 

upn> Iv 
7 :00pm 



24.0 29.3 49.5 



:tOpni 



31.8 20.8 22.3 



uJ>iitv 
lo:;i()pNi 



19.8 

u pro- tv 
7 OOpm 



28.3 25.3 



wtKu tv 
10 30pm 



42.8 

\\^t^(l-tV 

It .{Opm 



35.3 

MiISN - tv 

10::tOpm 



16.3 

ujar tv 
6 3 Opm 



47.5 

\uUu tv 
s 30pm 



10.8 49.8 



\wU(i tv 

9 OOpm 



Heavens to Betsy, Smidley! 






\a-li\ilh*. . . httl Ca-ra«l(**- ltifr^< r than of 
llicnil Win. Ca-ra«l(**- rinrrajrr arra i- liijr^cr lliaii 
Ma--acliti-('ii-, \r\v 1 Iani]>-liirc. \ rnnMiii. Coiiiicr- 
liritl an*l li'l n\r Khodr Nlan*l r<(iiil>iiu <ll Tlir (*a- 
viuh- fimr->iaiinn lclr\ i>i(>ii ncluork Jrlivrr- iiiorr 
arra, nmri* jx'oj)!)', aiul, l»v llir \va\, nmrr rcsnlts 
llutn an\ -iiifrlr T\ htt\ in {hr W r>l. I>-l*^ noi «lr(i|) 
llir old hall anain. Smidlcv. 



7 17.7 

tT wbns- tv 
pm 10 l.'ipm 



4.5 

ktvt 

10 OOpni 
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thundering 
out of 

the West 




. . The 26 daring Arizona Rangers tamed 
America's last wild territory . . . rounded up ovel 
4,000 rustlers, desperadoes, gunmen and 
swindlers at the turn of the century. All the flavo 
of the historical conflict between law and outlav/ 
is in 26 MEN . . . filmed for TV on scenic Arizen; 
locations capturing the impact and excitement of 
the last frontier. Producer — Russell Hayden. §i 



i 





, within first two weeks of release 

in over 60 markets, to such advertisers as: 




• Br^lcreem 

• A & P 

• Kroger Co 

• Coca Cola 

• Fritos 

• Bardahl 



, H. P. Hood & Sons 
. Standard Oil of Texas 
. Friehofer Baking 
. Max Russer Meats 
. Nic-L-Silver Battery 
. Mrs. Smith's Pies 



• Humpty-Dumpty Stores 



UAckawann 



/{rjHtrts ttrni cmlutttcs urns, trrnth^ 
ointnaiis fttr ftl/ti buyers a/tti sellers 



FILM-SCOPE 



10 AUGUST 

Cepyrlohl 1937 
SPONSOR PUBLICATIONS INC. 



tr 



More aiul iiiDrc, il*rt IxM'oinin^ prrlly plain lluil lliosr ahniit *Nlrnppiii 

llir pilol^* live priMiialurr. 

I liis \vo(^< at l(*asl one big piickajrer (Scrorii (/cinsi wn^ talking alM)!il rr\i\i!ig pilnt*^, 
wliilr rtpoiiKor8 and agiMirirs rontiniUMl llirir griprM al)oiit priiils** and **pr<\s- 

riilalions/^ I^voii for ^Mailor-UKnlr^^ proilurl, llirv say, a pilol hlill is a must. 

To grt at tlie heart of the matter, FILM-SCOI*K contarted a groii[) i)f Agrncy ?[)ottrrs 
aiiioiip IIIIDO, Hatrs^ Coinpton, Uanrrr-Filzgrrahl-Saniplr, I^lliii^toiu I'lsly, I/<'iiiH'n 
iK: iWwrll, iMrCann-Krirkson, Einil Mo<;uU SS(\Kll. This what thr\ sa\ : 



1. AHOUT OLD-STYLE IMLOTS: HtM-ausc tlic packager was ahle to grt Iii^ rrew- 
to take a risk with him, he often could produce a terrific sample at uiircalistically low cost^ 
— a fact that sometimes foolrd llir agrnoy aliout Iriir priors. Moreo\cr, pil(»t<^ in prior 
seasons were made to fit as hroad a market as possible, thus dulling llirir value for a 
sperific lype of sponsor. 

On the whole, though, ageneies seem to think that — all things considered — the pilot is 
the Irasl of all possible evils. 

2. ABOUT ''BLUE PRLNTS'^ The client generally doesn't visualize a film from a 
mere presentation. This is bad for everybody, because llic sponsor easily can grow 
''eoUr^ on film when confronted with so skimpy a sample. 

3. ABOUT ''TAILOK-^LVDF/' FIL^I: Here you run the risk of asking the spon- 
sor to make show business decisions — a field in which he's a total stranger. One aaencv 
cites the example of a sponsor who had bis cap set for Rav Bolger and worked out a for- 
mat for him. The trouble was that the format simply didn't suit Bolger, and the whole 
thing went sour. 



What do ageneies think is the answer? They have several ideas: 

• They might run the risks of pilot-less "tailor-mades" IF they have confidenee in llie 
proilucer and IF they get financial parlicipalion in re-runs and foreign rights. 

• Tliev miffht be interested in tailor-mades without the rights mentioned above IF llie 
packager can produce a big enougli visual sample to stimulate tlie sponsor. But 
this junior pilot would have to be at tlie packager^s o^vn risk. 

To the packager's plea that all this costs moiiev. ageneies reply that they don^t see 
much dollar difTerence het^een a pilot fdm and a pilot-less pitch. The latter, they 
say. still involves seri[)t costs and burns up extra time and money in consultations. Tliey 
think it's a toss-up. 

As this situation resolves itself, FILM-SCOPE will report the progress — meantime re- 
peating its findings of last week (3 August, page 61) : It looks like a great year for 
re-runs. 

TPA came into the ne^\s spotlight \\\ih the t\*o moves: 

1) President Milton A. Gordon bought out Edward SmalPs interest in the 
company, with Small retiring from TPA's board of directors. 

2) Adoption of a plan giving stars and producers of new TPA series not only a 
share in the profit of their omu films l>ut in the over-all profits of TPA. 
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FILM-SCOPE continued . . . 



Nati«)invi(le Insurance Co. is the first to break the iee in syndicated fihn, and 
it's largely a matter of sharp mathematics. 

Previously, Nationwide had l)een using newspapers (one ad every three or four weeks) 
through Ben Sackheim, Inc. For ahont the same money ($750,000) it found it could 
Iniy the iMania series weekly for a year in 36 markets. 

The contract M'ith CBS Fihn Sales calls for 10 first-run off-the-network shows and 16 
brand new episodes. The idea is to get a family show to plug a family policy; maintain 
a single identification between show and sponsor; and use a type of presentation which 
is regionally feasible. Newspapers hereafter will be scheduled only in fringe areas. 

Meantime two of Nationwide's competitors — Allstate and State Farm — already are 
in tv. Allstate is one of Playhouse 90's sponsors, and State Farm has bought into pro 
football. 



Beneath the nniformity of taste in the U.S. lie many layers of regional dif- 
ferences. Nabisco — acceptance of w^hose products is affected by such regional variations 
— now^ is matching its wares with its markets via a kaleidoscope of syndicated films. It lias 
14 different shows in 18 markets. 

Here are some samples of the strategy: 

• I Led Three Lives and Whirlybirds: Considered fine for the IMidwest because of 
their patriotic themes. 

• Midwestern Hayride: Also good in the Midwest — particularly in areas such as Cin- 
cinnati and Cohimhiis where farm meets city. 

• Code 3: Spotted in Sacramento and Portland because this police series is based 
on cases from the Los Angeles sheriffs department. 

• Silent SerA^ce: Selected for Seattle because of its Navy^-w^aterfront atmosphere. 

• Gene Aiitry: For Phoenix and ranching areas. 

• Ozark Jubilee: A natural for Springfield, Mo. 



Three big accounts — Kellogg, 7 Up, and Socony — this week were safely in the 
ABC TV fold after dropping spot syndication. It adds up to around S12 million. 

But there was counterbalancing cheer for the film fellow^s: Westingliouse, Lorillard 
and General Foods are going to supplement their netw^ork schedules wath spot 
fil ni. And on the prospect list is P&G (testing syndication for its peanut butter). Mean- 
while Royal McBee has signed up the Annie Oakley series to round out its network fare. 

Sidelight: The fact that syndication users sometimes switch to networks is no fatal 
accident. Agencies frequently sell their clients on film as a gambit to stir their 
interest in tv as a whole. It^s good for everybody. 



FLASHES FROM THE FILM FRONT: ABC Film Syndication landed four accounts 
in the Latin-American market, amounting to S88.000. Sales were: Code #3 and Sheena to 
Corona Brewing, via Y&R, in Puerto Rico; Passport to Danger to Viceroy in Venezuela 
and Fort Motors (J\^n^) in Guatemala: Three Musketeers to Lee Optical Co., of San 
Juan . . . United Artists sold its post-1952 feature films in 50 markets on two- and three- 
year contracts . . . Universal Pictures licensed Screen Gems as exclusive distributor of 
UP's 600 pre-1948 features. Guarantee is S20 million over seven years . . . NBC soon will 
he announcing its sales setup for Latin-America . . . August Wagner Breweries, 
Inc., bought ABC's 26 Men for five markets in Ohio and West Virginia . . . TCF-TV Pro- 
ductions will produce How to Marry a Millionaire and Man Without a Gun for NTA 
Film Netw^ork . . . Seymour Reed named executive v.p., of Official Films. 



For further film news and comment, see NEWS WRiVP-UP, page 58. 
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1st By Survey* . WHBQ-TV Memphis 

WHBQ-TV, Memphis' most powerful station, 

once again is Mennphis' nnost popular sta- 

' tion. The June ARB* shows that of 349 

I connpetitively rated quarter hours, sign-on 

I to sign-off. WHBQ-TV dominates in 194\ 

I station **B" in 116; and station "C* in 39. 

I 



For availabilities contact H-R Representatives or WHBQ-TV Memphis. 
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Date at 8 . . . ^ ^ ^ - 

//7 New York, Dallas, Denver —and points w4stl 



•A 




WANT PRIME TIME from coast to coast? 
With film^ it's easy! Scheduling is a breeze. 
No star worries— no clangers of "slips" or 
fluffs, either. What's more, you can rehearse 



to your heart*s content, film your shoW/ 
edit and pre-test for maximum effective- 
ness. Yes, you make time and save money 
. . . when you USE EASTMAN FILM. ^ 



For complete information write to Motion Picture Film Depn^rtmenf 
EASTMAN KODAK COMPANY, Rochester 4, N. Y. 



Easf Coast Division Midwsf Division Wosf Coasf Division 

342 Madison Ave. 130 East Randolph Drive 6706 Santa Monica Blvd. 

New York 17, N. Y. Chicago 1, III. Hollywood 08, Calif. 

or W. J. GERMAN, Inc. ^f^ 

I 

Agents for the sale and distribution of Eastman Professional 
Motion Picture Films, Fort Lee, N. J.; Chicago, III.; Hollywood, C<>lif< 

Shoot it IN COLOR . . . You'll be glad you di4i , 



Midwsf Division 
1 30 East Randolph Drive 
Chicago 1 , III. 



\atunial utid r*'f(nHtul \pot btn .\ 
in U'orL natv nr rrtmtly mttiplrtcd 




« at 



TV BUYS 

Lever Bros. Co., rcpsodcnl New ^ ork, nsirrj^ rnarlvfls in the 

Soiilli for its loilet soup rampni^'ii, M»(>N*-(>U iindcr^taiKl*-. 'I 

2o Alrf^ust srluMlirl(» will riir? for six weeks. Minnie aririouiieenienls, 
with sonre 2()'s, will \\o |)laee(l during' (hMtiine hours; a\cra;ie fre- 
(|uene\ : 12 per week in each inarkel. Hn>injj; luis he^iun. Hn)er: 
Ann Janowie/. A^mm!C\ : ()^mI\>, IJen^on Mather, New ^^^rk. 
(Agency deeliired to comment.) 

RADIO and TV BUYS 

Ford Mofor Car Co., l)(*arhorn. for it^ Ford Institutional, Is ])ur- 
rhasing tinio in radio and Iv lo prornte its ear line with emphasis on 
the n(M\ Edsel model Campaign will hegln 29 Angn-^t. \\\ radi(>. 
minute e.t.'s will he aired in ahout 100 markets during trafhr hours, 
for an indefinite period. In tv, nighttinre 2()'s will he sl(»lted in 
about SO markets for five weeks. Fre(|nene) will \ar\ from market 
to market in both radio and tv. Buying i> not completed. P)U\er: 
George Simko. Agenc) : Kenyon & Kekbardt. Vew York. 

RADIO BUYS 

Warner-Lamberf Pharmaceuf ical Co., Morris Plains. \. J., is 
going into the top SO markets, with a few e\ce])tions. to ad\ertl<e its 
Beautv Curl. Schedule will start shortiv for eight weeks. Minute 
e.t.'s will be spotted in daytime: average frequency: five to eight per 
week in each market. Buyer: Fred Spruytenburg. \gene> : ^>CB. 
Xew York. 

Equitable Life Assurance Society of the U.S., New York, 1- 
entering markets throughout the country. Campaign will kick-ofl 
31 August for six weeks. Ei?ht-second announcements will be sclied- 
uled during morning hours, witli some afternoon periods: saturation 
frequency will range from 15 to 50 spot> per week in each market. 
Buying has just begun. Buyer: Lucy Kerwin. \geney : Ken\ on 
& Eckhardt, New York. 

Melville Shoe Corp., Xew York, is going into top markets to push 
its Tom McAn shoe line among teen-agers. Short-term campaign 
starts 19 August. Advertiser is seeking minute participations on d.j. 
sbows which feature Rock 'X Roll. Buyer: Frank Clanattasio. 
Agency: OgiK^, Benson & Mather, Xew York. 

General Foods Corp., White Plains. X. Y.. is prejiaring a campaign 
for Its Birds E\e frosted foods. SPONSOR believe-. Da) time minutes 
and 10-second announcements will be used 7:00 a.m. to 6 ]).m. from 
Mondav to Friday; frequency will varv from market to market. 
Buyer: Lorraine Ruggiero. Agenc\ : Young & Rubicani. New \ oxk, 
/Agencv declined to comment.! 

Bristol-Myers Co., \ew York, is Initiating a campaign for its 
Ban Lotion Deodorant. sPONsori hears. Schedule-^ kick-olT :^hortly. 
ranging from six week- to five months. Daytime minute announce- 
ments, with some 10"s and 20's. will be used: average frequenc\ : 
12 per week. Buyer: Elenore Scanlan. Agency: BBDO. Xew \ ork. 
(Agencv could not be reached for comment.) 




KMID DOMINATES! 

Midland - Odessa 
In "Oil-Rich" West Texas 



* TOP NETWORK SHOWS 

6 OUT OF 10 

* TOP MULTI-WEEKLY 

7 OUT OF 10 

* TOP FEATURE FILMS 

6 OUT OF 10 

* TOP SYNDICATED FILMS 

1. MAN CALLED X SUN. 8 33.5 

2. HIGHWAY PATROL SUN. 8:30 33.3 

3. MEN OF ANNAPOLIS TUES. 7:30 32.0 

4. FAVORITE STORY TUES. 8:30 31.8 

5. SCIENCE FICTION FRL 8:30 31.3 

^Billboard TV Availabilities July 1957 



News and Idea 
WRAP-UP 



ADVERTISERS 

This week Toni released its new 
hair spray, A(h)rn, for iiatronal 
(hstrihution. 

Advertising, which will include 
eight network tv shows and intensive 
tv spot in the 40 top markets as well 
as print, is claimed to be the heaviest 
ever used for this type product. 

Tlie retail hair spray market is esti- 
mated as $75 million annually. 

See SPO.NSOR. 1 June issue, for the 
stor\ on Max Factor's Curl Control, 
another hair spray recently launched 
with heavy tv backing. 



i\ew products: Schick is introduc- 
ing a new men's shaver. Powershave, 
and two new Lady Schick shavers, the 
Orental and the Sophisticate. Air me- 
dia used will include Schick's two net- 
work tv shows (Dragnet and the new 
Gisele MacKenzie Show) plus a $750,- 
000 tv spot campaign in 100 markets 
. . . Ronson has announced its new 
butane lighter, the Varaflame, to be 
on the market bv fall. 

People in the news: Louis A. Col- 
lier has been appointed to the posi- 
tion of manager of sales promotion 
for grocery products in the marketing 
division of H. J. Heinz Co. Collier 
has been with Heinz for nearlv 20 
years and succeeds Robert P. Raylor, 
recently named regional manager of 
the firm's middle Atlantic sales res^ion. 

AGENCIES 

Are meetings a "crutch for crea- 
tive indolence"' or a "good form 
of organ rzatlonal communica- 
tion"? This is the question agi- 
tated by the August issue of Grey 
Matter. 

Grey Advertising's monthly publi- 
cation also offers some suggested ther- 
apy for "sick meetings." Here are 
two sample doses: 

• The magic five. Experiments at 
universities indicate that groups of 
five have proved to be the most pro- 



ductive in reaching conclusions. There 
is the greatest interplay of ideas in 
groups up to seven. And even num- 
ber groups tend to split in the middle 
with high rates of disagreement. 

• Selectivity. Forget protocol and 
invite only those who will be called on 
to contribute and who can contribute. 

( See "Those Agency Meetings ! 
SPONSOR, 12 January, for another treat- 
ment of the same subject.) 



Humnlirev, ^VJlrv & Richards has 

put out a primer for embryo tv adver- 
tisers — *'An Introduction to Commer- 
cial Television Advertising." One 
main function of the book is to show 
how the medium can be used efficient- 
Iv bv both small and lar^^e advertisers. 

^few agency appointments: A. L. 
& G. Advertising, for Levering Cof- 
fee Co. (Lord Calvert coffees and 
Ladv Calvert teas ) . Svndicated film 
and spot radio will be used in Mary- 
land, Virginia, North Carolina and 
South Carolina markets . . . Cunning- 
bam & Walsh for the Andrew Jer- 
gens Co. effective 1 December. Jer- 
gens Deep Cleanser and new products 
division remains with Stockton-West- 
Burkhart . . . Warwick & Legler for 
three new Revlon products to be in- 
troduced this fall. 

iVew firms and additions: Edward 
Kletter and F'ranklin Bruck have 
set up a new agency, Parkson Adver- 
tising, New York . . . The Allman 
Co., Detroit, has formed a sales pro- 
motion division headed by Robert F. 
Anthonv . . . Reach, McClinton Co. 
has retained the Drake Ao:encv. Hous- 

CP - 

ton, to represent it in the Southwest . . . 
Gourfain-Cobb and R. M. Loeff, 

the Chicago agencies, have merged. 
New firm name will be Gourfain-Loeff. 

Focus on personalities : William 
B. Hinman has been appointed media 
director of Lambert & Feasley . . . 
Thomas D. PafT, fornierlv with N. W. 
Ayer, has been named to the client- 
{Please turn to page 64) 



KMID-Tv 




CHANNEL. 



100 KW 




Represented by 
Venard, Rintoul & McConnell, Inc. 

South— Clarke Brown Company 
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Announcing . . . 



SPONSOR'S FIRST ANNUAL 
TV/ RADIO TRADE PAPER 

ADVERTISING AWARDS 



THE NEED: Trade paper advertising in today's television and radio industry 
is improving. But quantity is moving faster than qualit*. Agencies and ad- 



m 

vertisers complain, "We don't get enough meat from 




and radio adve 



)^urv^^to^nspn^, st^i 
dverti^kg in^^rv, 






ads." Stations ask, 



is the best teach- 



laaug 




awards. A distinguished group oMv^id radio execut 





5|Ef*th1l' 



dvenisi|ig 



er, and to do^ur^^t to^spi^, stljiula^g, ai>^^ward the best ca 

ife^ts^i 

s^acPan active large- 

scale spot, and' net\\^k buvir, will ser,\^e as judges. SPONSOR'^epms \mh 

||pr^ioaA<)r advertiser/agency enthusiaspi ^u^ 



Iff. 



I 



-prjiae, aj 
that '2!! bu 





ne of the invitatioas^t 





anel^^s prdriiptl? 




Publisher 



COMPETITION DETAILS 

Who is eligible? 

Any Iv sralioii, radio hlalioii, nrluork. hroad- 
fast group, film syiulicalor, ami broatlrasl srrv- 
ice, rep, mamifacliin-r, proiluccr. or supplier. 

Award CInssificntions 

grots top hourly rjtc 
to $ry()() 

$300 to $1000 

$1000 to $iryOO 

$1500 to $2000 
$2000 nml over 

radio stations 



Group 6 to $1:10 

<;n>np 7 $150 to $:wo 

<;roiip H S^OO to $t50 

Group 9 $t50 to $600 

Group 10 $600 and over 

Group 1 1 url^xorks 

<»roup 1 2 group-o^\ nod btntious 

Group 1 «i (ilui u (lien tors 

Group 14 Iv couiuiereial pro<lucors 

Group 1 5 l)ri>adca*»l ^orvi(•o^, reps. 



manufacturers, producers, ^^pp^ier^ 

Awa rd s 

1. First-place winner in each group is awarded 
specially-designed plaque. 

2. Promotion manager of each first-place win- 
ner is a\\ardcd a $50 government bond and 
a certificate bearing his name. 

3. Meritorious awards will be given 2nd, 3rd, 
4th, and 5th place entries in each group. 

4. Vi'inning eampaigris witl be feaiured in an 
Awards Issue of SPONSOR. 

Entries 

Eaeh entry must consist of five or more difTer- 
ent advertisements of a campaign that has been 
printed in any trade publication or publications 
during the 12 months preceding July 1957. 
Each entry must also include (1) classification 
in which entry belongs; (2) name and address 
of entry; (3) names of general manager, pro- 
motion manager, and advertising agency; (4) 
single page summary expressing objective and 
strategy of the campaign with results, if known. 
Eaeh station of a group-owned company may 
enter its individual campaign. All entries be- 
come the property of SPONSOR. 

Deadline 

Competition closes 15 August 1957. Winners 
will be announced in an issue of SPONSOR 
shortly after Labor Day, 1957, 

Judges 

Judges are George Abrams, vice president in 
charge of advertising, Revlon ; Donald Cady, 
vice president in charge of general advertising. 
Nestle; William Dekker, vice president in 
charge of Media, McCann-Erickson; Frank B. 
Kemp, vice president and director media, Comp- 
ton; Peter G. Levathes, vice president and di- 
rector media relations. Young & Rubicam ; 
L. S. Matthews, vice president and manager 
media department, Leo Burnett: Francis Mine- 
ban, vice president and media director, SSC&B; 
Arthur Porter, vice president and media direc- 
tor, J. Walter Thompson; Rod MacDonald, vice 
president and media director, Guild, Bascom 
and Bonfigli. 

Special Contribution 

. . . to Broadcasters' Promotion Association: 
To encourage the aims and activity of the fast- 
growing BPA, SPONSOR will contribute S5 
tion entry. The contribution will be in the 
to this organization for each tv and radio sta- 
name of the promotion manager of the station. 



tv stations 

<*roup 1 

»ronp J 

<>roup H 

Ooup \ 

<»roup 3 



from the president of the 

BROADCASTERS' PROMOTION ASSOCIATION 




BROADCASTERS' PROMOTtON ASSOCtATtON, tNC. 

Ch^ninBuiUiAi* 122 East 42ndStrt€t' Nrw York 17, N Y.* MVnaylitUl^SCa 



orrrccffs 

PrttiJtM 

Dav,d E. Ptruidfc 

Firti Vlt* PttiiiUnl 
Crurlci A. Wiboa 

WW A WtW-TV 

SfxonH Vtct Prt/i/tfnt 
Mootcz 7>dca 

HWTV 

nien M. Joh»B*ca 

mmtcrt>m% 
Bruce W&lUc« 

WTMJ * WTMJ'TV 
WUAL'TV 

Roy C. Pcdeneo 

^TiAt * WDAY-TV 

Samuel Elber 
Gen« Ood( 

VfcCCO-TV 

»T«u * *D»0-TV 

Joe /immennano 
WFIL A wnL-TV 

Joe O. Hodsrn/ 
Joha M. Kcyi 
Fo»ter H. Browp 

KUOX 

Howard W M<a tie 

Paul I WoodluMl 
w-oal a weut-Tv 



March 28. 1957 



Mr. Norman Gtenn, Pubtisher 

SPONSOR 

40 East 49th Street 

New York, New York 

Dear Norm: 

Congratutations on your proposed trade paper advtrtisinff contest 
for the broadcastinff industry! 

The contest you propose cannot hetp but brtng about a much-nteded 
improvement in the quatity of broadcast advertising in trade pubti- 
cations --by encouraging stations and retatcd businesses to Ctis*. a 
more criticat eye at their own advertising It has always bten a 
mystery to me why so m^ny astute station operators have shown 
tittte or no imagination, inspiration, and showmanship in tht adver- 
tising of their own facitities to the trade. Outstanding? examptes of 
broadcast advertising or campaigns in the trades have boen pain- 
fully few and far between, despite the heatthy expenditures made 
each year in this type of advertising. 

I hardty need repeat, Norm, how detighted I am that SPONSOR 
ptans to contribute $5.00 to the Broadcasters* Promotion Associa- 
tion for each entry received in the contest. As President of BPA. 
I can assure you I witt do everything possibte to promote the maxi- 
mum number of entries among BPA member stations as wett as 
the stations throughout the country. The funds derived from this 
generous contribution from SPONSOR witt enabte BPA to provide 
more and better services to its members -- and hetp assure its 
continuing growth and usefutne^s. 



Cordialty, 

David E. Partridjje 
President 



DEP;J 




THE WEEKLY MAGAZINE TV AND RADIO ADVERTISERS USE 




A pictorial review of local 
and national industry events 



PICTURE WRAP-UP 





* 




Ingenious ^^'^ly to show \\'S\' \-r\ 's (Ilar- 

risonhurji, \'a.) r()\'erage using r(*lief map, 
electric **to\vers" is unveiled by Hamilton 
Shea, W'S\ A-T\ president; Transcontinent 
Tv Corp. president David C. Moore; and 
Peters, C^rifTm, \\\>od\vard v. p. Lloyd (Griffin 




Interpolating Shakespeare into programs 
and promos for all of one day to promote 
Anlioch Festival was done. 1)> IZE, Spring- 
field, 0. Got laughs for all and r(*sults. 
Ahove U.) FestivaFs managing director 
Arlhiir Lillmow coaclu^s WlZF/s Ed Kaufman 





Demonstrating belief that grocery ac- 
counts deserve A-1 treatment (above) are 
MottI & Siteman heads C. A. MottI, E. F. 
Baltz, I. L, Siteman, toting client's products 



Nautical da\ -taged h> WXIIC-TV, New 
Haven, at ?sew London Sub Base promoted 
Budweiser-sponsored Silent Scrrice. i 1. to 
r.l : John CundiiT, Edward D. Taddei, W M IC- 
T\ ; Anthony Amendola. D'Arcy; Joseph 
B. Reed, Ann-Bu^ch; jess J(uies, 1)' \rcy 





First annual radio-tv award was presented 
b\ Cleveland Museum of Natural History to 
KYW-T\' for Jungle. Above: Cesare, Jungle 
ho-t (1.) and W'm S. Scheele, Museum dir 




Offering prizes for most unique sun-tan 
design of its call letters. Houston'- KH.T 
drew hundreds of sun- worshipping contes- 
tants, n.j. Buddy MacCreggor with finalists 



IN INLAND CALIFORNIA (and western nevadai 

9 



"BEELI ME 



i 




This group of mountain-ringed radio 
stations, purchased as a unit, dehvers 
more radio homes than any combina- 
tion of competitive stations ... at by 
jar the lowest cost per thousand. 
(Neilsen &: SRScD) 

Thev cover an extraordinarily pro- 
ductive market, which contains 4 of 
the 5 top counties in farm income in 
Cahfornia, the nation's leading farm 
state — and has an effective buying 
income of almost $4.3 billion. (Sales 
Management's 1957 Copyrighted 
Survey) 



I? Ac OtlcadtMi^ 



Sacramento, California 
Paul H. Raymer Co., 
National Representative 



lO 

lAMENTO 

KB EE^ MODESTO 
KIVIJ^FRESNO 

KERr^e 



O, BAKERSFIELD 
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cunlacl depai tineiil of Mel Riflniiaii, 
Inc. . . . Ir\ in DuriHtoii^ formerly 
with Pliariiiaceulicals, has joined Hen- 
ton iw Bowles as a project director in 
the research department . . . Ken 
Alartliey^ sc^nior producer at Benton 
(5l Bowles, has resigned to do free-lance 
directing . . . Eve Kiely has joined 
the Chicago ofTrce of Geoffrey Wade as 
an account executive. Mrs. Kiely 
comes from Earle Ludgin . . . Es- 
mond Grav^ former radio-t\ com- 
mercial supervisor at K&E, has joined 
\orth, Chicago, as head of broadcast 
production. 



They hecaiiie v.p/s this week: 
(Huirh's E. (i\e(I) Midgley, Jr. at 
K&E . . . William M. Kussack at 
Shaller-Ruhin . . . Phih'p 11. SchafT. 
Jr. at Leo Burnett. 

COMMERCIALS 

Here are the hest-Iiked coininer- 
eials, aeeordiiig to AKH's June 

tallv: 

It 

1. Ilamiii's Beer 8.0 

2. Piefs Meer 6.3 

3. Dodge 4.2 

4. Ford 



3.7 



EVENINGS from 7 P.M. 
WHEC, Rochester, N. Y. 

Gets the BIGGEST 



Share of Audience 




* 



1 STATION B 


STATION C 


STATION D 


STATION E 1 


1 21%* 


20%* 


18%* 


15%* J 




^Latest Rochester Metropolitan Areo PULSE, Report March 1957 
Our New Class D Nighttime Announcement Rote 

BUY WHERE THEY'RE LISTENING: - 




6. 
7. 
8. 

y. 

10. 

11. 
11. 
11. 

14. 
14. 
14. 
17. 
17. 
19. 
20. 
20. 
20. 



Winston 
Schlilz 
Alka-Scllzer 
Jell-0 

Chesterfield 

Ballantine 

Kleenex 

Lucky Strike 

Ipana 

Hardahl 

Dr. Pepper 

Falstaff 

Chevrolet 

Scoll Paper 

Revlon 

Colgate 

Gillette 

Northern Tissue 



3.2 
2.9 
2.4 
2.3 
1.7 
1..5 
1.4 
1.4 
1.4 
1.3 
1.3 
1.3 
1.2 
1.2 
1.1 
1.0 
1.0 
1.0 



NEW YORK 
5,000 WATTS 



««prri«iKofnwi:EVEItETT-McKINNEir, Inc. N«w Vori, ClWcogo, lEE F. O CONNEll CO^ lot AKgr'rt. Son rrwir.ico 



The very latest in animated com- 
mereials produced during the past 
year will be shown bv the Screen Car- 
loonists Guild at its fifth annual Film 
Festival on 28 April. The meet will 
be held al the Ambassador Hotel in 
Los Angeles. 

l*eo|>h» and places: Bill Bucklej\ 

former president of Buckley-Loomis 
Productions, has been named produc- 
tion chief at Roger Wade Productions 
and David C. Bigelow, former pro- 
duction manager of L. L. Loft Produc- 
tions and v.p. of R. C. Bigelow^ Co.* 
has been made Wade production co- 
ordinator . . . John Cuddy has been 

m 

upped to production manager of 
Transfilm's animation department . . . 
Paul J. Sonimer, formerly of TV 
Spots, has joined Song Ads as anima- 
tion director for tv commercials . . . 
Transfilm has opened a Midwest di- 
vision with headquarters in Pillsburgh,- 

NETWORKS 

Philip Morris' latest network tv 
huy for fall now gives the cigarette 
firm three nighttime entries. 

j Newest addition is an alternate week 
half-hour portion of NBC TV's Sus- 
I picion (Monday 10-11 p.m.). 

Philip Morris re-entered network 
' television last winer with an alternate 
week half-hour of CBS T\^'s Playhouse 
90 (which it has renewed for fall) and 
, later this summer added ABC TV's 
Mike W allace Interview, 

Financial note : the tobacco com- 
pany's net income for the six month 
period ending 30 June reached $7,059,- 
449, up from $5,807,038 for the same 
period in 1956. 
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^ oil (*Mii iuld til rrr iiiorr to tlir 
liVt of .HMi^in^ .Htar.s lirudiii*; tlirir 
own iirtwoi'k t\ sliows tins fall. 

IJriii^iii'; the totiil h) \'A arc: 
IJox'iiiiii \ (]|nniicy w Im \\ ill front tlic 
|0-l():;iO*|).ni. s|M.*t (Ml MU: 'I \' Tluirs- 
(lii\s for Lo\cr lirotlirrs. Dean Martin 
on iMU' altcriKitr Satnnla\s ^)'^J:'M) 
p.m. for Li':«;rtl M\rrs and I'olK 
l)('r^('ii takin<j; tin* opposite wvck Sat* 
ur<la\ p.m. show for Max Iwir- 

tor. WVckly program cost: S.^0,()00. 
I'lir l)rr».HMi .starrer is not firni as sin* 
still must »rrt out of lirr nirrtnit roii- 
trart with C\\>, 



All(] Kadio li:i^4 rrratrd tlirsr two 
lU'w posts in its |n'o*xniiii dr purt- 
iiHMit to farilitntr |>rodn(Mi(>n of 
tin* •*iu»\v li\ r personality pro- 
<:r:iiiiin^^^ ^tartin*; in tlir fall: 

• W^illiani I). Hamilton, iialioiuil 
piojirani diivrtor. Ilaniiltori lias hcen 
eastern pro<^ra!!i manager for A15C. 

• Drex Mines, assistant national 
program director. 1 lines has heen 
w itii American since 1 9o3 as a pro- 
ducer-director. 

First of the new pro»;rannng: The 
Herb ''Oscar ^ Anderson Show \\i 
bow September (replacing the morn 
in^ dail\ serial block). 



Fnll iv nt)les: CHS TV is joining 
the games and stunts programing 
trend in the da\time and will slot a 
Mondav through Friday \ ersion of 
Beat ih-e Clock in the 2-2:30 p.m. peri- 
od. The show replaces Our Miss 
Brooks re-run series . . . Sports Focus 
will return to ABC TV 2 Septeini)er 
to fill the 7-7:15 p.m. slot across-the 
board. 

Radio notes : ABC Radioes new 

variety programing (replacing its 
daily serial block) will be the Herb 
''Oscar** Anderson Show bowing on 2 
September . . . Kraft is adding two 
weekday five-minute news shows and 
two Saturday stanzas to its Five Star 
iXews series on MBS starting 19 
August. 

rersonalitv notes: Reed M. Rob- 

■ 

erts, Jr., has been named to head the 
new budgeting services department set 
up by CBS. Inc. Roberts was formerh 
a senior associate of Cresap, McCor- 
mick & Paget, management consult- 
ants . . . Joseph BaniBara has been 
named vice president of CBS Labora- 
tories . . . Keith G. Dare has joined 



VI!C Kadio a> an aeru nnl e\rrnli\ e. 
Dare eonn'H from thr K;it/ Agen»\. 

Ralph Hardy, furiner \ VI!TB law\er 
and e\r( ut!\c and most lereiitU CB>, 
luc.'s \ iee prrvid(*tii in chnr^e of the 
V\ a**hii!gton olllec, died llii^ week. 
Ilard\ was unl\ forl\ une \ear^ ujd, 

• • • 

TV STATIONS 

A new iiidti>tr\ jTroiip called Ctmn- 
lr\ And \\'e*^t<*rii Mii^ie llroadea^t- 
rr>* A^^oeiatioii was fornird this 
week . . . 

C VWMBA i.s starlini: with a nnelen- 



of 2i) siiitidiiv iiiid ill! radio tind l\ 
tifiiiv pro;:rainiri;^ lar;::r blnrk** of cuiin- 
ti \ - w r*.tri n mn-ir ;i i r in\ itrd to join. 

Purpose uf the or^'ani/alion i^ tin* 
innlnal ^liarin^ of cotinlrx and \\<*^lrrn 
piojert*-, re*-ear( li **iir\«*\**. inrrclKUi- 
di^in;j;. j)runiolioii and prog rani in;.'. 



IS'otnotioii idea at work at W'llMO. 
Memphis, is the /\>/>/*a/' l^lay- 
hintsc ciiid Memphis Oiieen Ri\er 
llo:it l*]\riirsioi] t ie-iii. 

I!aeli ."^atindax inoririnir 2.')(» \onn«'- 
^ter^ and their inollirr** board tin* 
**tern-w lircln and tak«* an hour (ini-r 
nndci till' joint ( ormriand of Bill Kill<*- 



radio tempo 
reaches the "ctty on wheels." 

A program with music; 
news-while-it-happens; weather 
and freeway information. 
Los Angeles moves— at home and 
on the road— listening to 
KFWB...the station geared to the 

tempo of the times. 





the personality station 



National ReprGsentatives: Branham Co.; McGavren-Ouinn. San Francisco 

Robert M. Purcell, President and General Manager. 
5000 Watts day and night.. .clear regional channel. 
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brew fine of the cartoon show) and 
Capt. Laugford (real skipper of the 
Memphis Queen). 

Admission tickets are ol>tained by 
sending in five "proofs of purchase" 
of Dean Milk, the sponsor. The whole 
promotion is supported by mailings to 
the orrocer\ trade, fivers, souvenier 
tickets and promotional announce- 
nrents on WHBQ in addition to the tv 
shoAV. 

Clinton K. Frank is the agency for 
Dean. 



Willi the recent pureliase of 
W BKC-AM&TV, Radio Cincinnali 
has made a reahgnmenl of Us 
exeeulive pcrsonneh Here's a run 
down on the new exeenlive group: 

Hulbert Taft, Jr., president and di- 
rector of Radio Cincinnati and affili- 
ated corporations in Columbus and 
Birmingham; chairman of the board 
of WBIR, Inc.. Knoxville; in charge 
of policy and operations of all proper- 
ties; contacts with the FCC network 
contracts; major equipment purchases 
and construction and general suj)ervi- 
sion of labor relations. 

David G. Taft. executive v. p. and 



City 




HOTEL 





i4fh Street af 8 fh Avenm* 

Manhattan's largest and most con- 
veniently located hotel. 2500 outside 
rooms, all with bath and free radio, 
television in many. Direct tunnel con- 
nection to Pennsylvania Station. AH 
transportation facilities at door. Thr«« 

•ir-conditioned restaurants 
LAMP POST CORNER . . . COFFEE HOUS€ 
GOLDEN THREAD CAFE 



Singles 
from $7 



OoubJes t Suites 
from from $23 

JOSEPH MASSaGLIA. Jh£.. Pr«rd«M 
CHARLES W. COLE. G#n. Mgr. 

- Other MASSAGLIA HOTELS 



SANTA MONICA. CALIF, Hotel Miramar 
SAN JOSE, CALIF, Hotel Sainte Clair« 
LONG BEACH. CALIF. Hotel Wilton 
GALLUP. N.M. Hotel El Rancho 
ALBUQUERQUE, Hotel Franciscan 
DENVER. COLO Hotel Park Lane 
WASHINGTON, D.C. Hotel Raleigh 
HARTFORD. CONN. Hotel Bond 
PITTSBURGH. PA. Hotel Sherwyn 
CINCINNATI, O. Hotel Sfnton 
NEW YORK CITY Hotel New Yorkei 
HONOLULU Hotel Waikik! Biltinore 

World-famed hotels 
Teletyp* s«rvl<*— Family Plan 



director of lladio Cincinnati and af- 
filiated corporations; director of 
WHIR, Inc.; manager of WKRC-TV, 
Cincinnati; and supervisor of tv op- 
erations in Columbus and Birming- 
ham. 

Keu W. Church, v.p. of Radio Cin- 
cinnati and affiliated corporations, in 
charge of national sales for all proper- 
ties and supervisor of radio operations. 

Donald L. Chapin, in charge of the 
\eu York sales office, and national 
sales manager under Church. 

Tv applications : Between 22 and 
27 July, three applications for new 
stations were filed, two construction 
pernirts granted and one new station 
took to the air. 

Applications include: I^acific Broad- 
casters Corp.. Stockton, Calif., for 
Channel 37. Delano. Calif., 450 kw 
visual, with tower 424 feet ahove aver- 
age terrain, plant $242,809, yearly 
operating cost $300,000; Florida Gulf- 
coast Broadcasters for Channel 10, St. 
Petershurg. 316 kw visual, with to\ver 
997 feet ahove average terrain: plant 
$1,118,050. yearly operating cost 
$800,000; and to Veterans Broadcast- 
ing Co., Rochester, N. Y., for Channel 
10, Vail Mills, N. Y., 316 kw visual. 
W'ith tower 1,000 feet above average 
terrain, plant $764,630, yearly oper- 
ating cost $1,200,000. 

Construction permits went to Tele- 
vision City, McKeesport, Pa., for Chan- 
nel 4, 100 kw visual; and to Queen 
City Broadcastinfj: Co. for Channel 7, 
Seattle, Wash., 316 kw visual. 

New station on the air w^as KTVC, 
Ensign, Kan., Channel 6, programing 
ABC TV in affiliation with KAKE-TV. 




— but according to KRIZ Phoenix, 
it's always bad when the doctor's in 
a stew." 



Wichita, also CBS TV under extended 
market plan. 

Idea roundup: WLBC-TV, Muncie, 
Ind., has a novel "summer replace- 
ment" for its late-afternoon Western 
movie — local Little League baseball 
telecasts in the 4-5:30 p.m. slot across- 
the-board. Station officials estimate 
viewer interest has increased about 
30^^ in the late afternoon period. 
Added note — the station dedicated 
land for the baseball diamond right 
next to its radio tower . . . WCHS- 
A3I&TV, Charleston, W. Va., IS con- 
ducting a radio-tv clinic for represen- 
tatives of 93 community organizations 
on 23 August. Purpose is to acquaint 
groups with the workings of the two 
media in order to improve the qual- 
ity of local public service efforts in 
broadcasting. 

This week WLW-T, Cincinnati, will 
begin origination of local shows in 
color . . . WMT-TV, Cedar Rapids, 
has finished rebuilding their new^ tow- 
er, destroved bv a storm shortly be- 
fore completion last winter. 

Job notes: Peter Thcg^ former sta- 
tion manager of WMTV, Madison. 
Wise, has been made general man- 
ager . . . Ronald R. Ross' has been 
appointed general manager of WPTA. 
new Fort Wayne station. He comes 
from W^OWO, Fort Wayne . . . Ed- 
ward J. Rolh, Jr., has been named 
program manager of WGX-TV, Chi- 
cago . . . Charles W. Brodhead 
has been appointed program director 
of WLW-I, Indianapolis . . . Mike 
Scliaffer, promotion director of 
WDBJ-TV, Roanoke, Va., has resigned 
to join WAVY-TV, Portsmouth, Va., 
as promotion-publicity director . . . 
Robert E. Newsliam has been ap- 
pointed assistant sales manager for 
KW-TV, Cleveland . . . E. L. (Ned) 
Smith has been named general sales 
manager for KOVR-TV, Sacramento- 
Stockton, Calif., and at the same time 
Paul Lerew has been promoted to 
local sales niana^^er and Hcnrv E. 
Freitas to sales promotion manager. 

RADIO STATIONS 

NARTB^s financial siirvev of the 
nation^:?; radio stations just com- 
pleted has hrought out this infor- 
mation : 

• The "typical" station had about 
S100,000 in total revenue and S90.000 
in expenses during 1956. 
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• Station otiiiiatc*- of iO.)T lui'-i- 
iicss aiitici|);itc a three per eeiit in- 
crease ill total re\emie o\er 1030 and 
a two |)er tent rai^* in total e\|)en.ses. 
This estimate was ina(h' h\ the hroad- 
cast(»rs in the Spring of 1*>'.)7. 

WKHIMOI anil llir (:ie>rhiiHl 
'^rraii.'*il System arr partiripaliii*! 

in an int<*rrsthi*j; rxperinieiit 

|>i|>in<x slio>>s to transit riilrrs 
uaitiii^r in tlir stations. 

The FM station |)hins to broadcast 
hasehall fianies, jfcores, news, inusie 
and special pro^rranis only. 

Mroadcasts will he controlled h\ 
(rrS dis|)atchers. K(|ni|)inent and in- 
stallation is to he furnished h\ WKKK. 
The j^tation is not |)aying CTS for tlu* 
use of its faciliti(*s, hut the |)lan is to 
cut the transit company in on a per- 
centage of th(» revenue from sponsors. 

Anniver?tarie8 : W^IU^K, Clarksburg, 
\\\ Va., celebrated its 20th bv chang- 
ing its call letters to WHOY . . , 
W .>n\ Cedar Ka|)ids, la., is currently 
observing its 35th . . . WWJ, Detroit, 
will be 37 years old on 20 August. 

T>vo radio <j;al Fridays nuule news 
this >veek: Cerile Kirhy, WQAM, 

Miami, receptionist was called on h\ 
the station's news central to couyince 
an attempted suicide that he should 
give up the idea. She kept the man 
talking long enough for police to ar- 
ri\ e and save his life . . . Maxine 
Ford, WLOI, LaPorte, La., sales sec- 
retary passed by a local loan com- 
pany right after the office was robbed. 
She immediately called the station with 
the news and it was rushed to the air. 
In the meantime the cashier from the 
robbed loan oflice had made her wa\ 
out the back door and next door to 
Delanev's furniture store where she 
told the manager what had happened 
and asked him to call the police. While 
he was dialing, he heard the bulletin 
of the hold-up on WLOl. The furni- 
ture store manager was quite im- 
pressed: it was the first day WLOFs 
noon news was being aired under 
Delaney sponsorship! 
People in the news: Dr. Aneiirin 
Bohyconihe has been named super- 
visor of sales for KDKA-FM. Pitts- 
burch . . , Georjje W. Yazell has 
been promoted to station manager: J. 
Kent Hackleiiian, sales manairer and 
Jack Da>'i!*. program manager at 
WJIi^. Becklev. W. Va. At the same 
time Jack K. Bailev, former district 



>ale^ manager of the (^(jwc^t Making 
do. of California, has been added to 
tin* station's sah's stall . . . Jim Moh'- 
hen^ former jironintion manager of 
Kld.O. ."^inux Tails, hit'- been named 
nuinager and Hubert Hosen has 
joined the station as sales promotion 
manager. 

FILM 

Foreig;n sales /ooniin<j; . . . Nat 
Donato, AlU] Film ndieationV Ca- 
nadian rep., re|)()rted that salo of 
AuKTican tv film shows in Canada in 
1 Oof) and are a|)|>roxiniatel\ 



()()'# to To', greater than iho-e in 
10.') I. 

AIM* re|>orted |>rogram >ales in 
(•le\ en (Canadian markets inelnding 
iJoufihis Fdirhfinhs Jr, l*rr\rni\ to 
Dehnor 1' ro/en Foods fur sr\eii mar- 
kets. 

(tnild Fihiis' Kini^^doin of thr >ra 
has been sold to iAlC foi fall ^tart. 

.S/urie.s of ihr (lf*ntnry are now in 
13 Canadian t\ markets. 

(riiild I'ilniH re|)orts dubbing into 
."^IKinisb has >tarted on all tludr pro- 
grams |>re|iarator) to sa les in Latin 
\meriean markets. 



J4 3 Hoop^'' 

'rating on WHAM 



ROCHESTER, N. Y. 



Listeners actually hear 
Celebrities give clues about themselves 

A MERCHANDISING "HOOK" THAT 
GUARANTEES TRAFFIC TO THE SPONSOR 

Now available in a few markets — Wire or Phone 



HAL 



TATE 



PRODUCTIONS 



192 N. CLARK STREET • CHICAGO 1, ILL. • fhon. ANdovtr 3-6520 
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I 



MOUSETRAP, 

STEAM TRAP, 
SEWER TRAP 

...it makes no difference 



. . . the world jvon^t beat a patli to the door of 
the man who builds a better one and then doesnt 
advertise it so that people will know about his 
product, know^ where it can be bought and how 
much it costs. 

Advertising benefits the buyer, too. It tells you 
the product story, makes it easy for you to buy. 
Even more important to you, advertising leads 
to mass production and volume sales . . . which 
means lower costs and lower prices. 

,Yes, 'V\dvertising Benefits You" . . . 
^ 'specially businesspaper advertising. 




SPONSOR PUBLICATIONS, INC. 



Screen Gems announces 18-markot 
^ale \ vd Maxon ajrencv of Ranch Party 
to Grirsedieck Heer for its south- 
central region. Ranch Party^s ghnrnick: 
two neu guest stars featured weekK. 

i\TA signed Everett Sloane for the 

lead rn Official Detective. He'll play 
the part of the in\ estimator for the 
Detcctr\e Magazine which provides ac- 
tual documentation for this series. 

F^lliii people making newH . . . 
David W. Lnpton and Florence 

er have formed a new^ tv package 
company, PMC Productions . . . 
Richard 11. Rogers has joined Mod- 
ern Talking Picture Service, Inc., as 
account executi\e . . . Bernard L. 
Schuhert^ hoard chairman of Tele- 
btar Films, Inc., announced company's 
new offices and managers: Dallas. Ken 
Koswell; Chicago, Charles McGreg- 
or; Pittsburgh, Ken Israel; Los An- 
geles, Julian Ludwig; Atlanta, Bill 
McDonald, Ra vmon L. Hamilton, 
formerly of Flamingo Films, appointed 
General Sales Manager. Harold Kov- 
ner and Joseph H. Moskowitz have 
been appointed to the Board of Direc- 
tors of NTA Film Network, Inc. 
Berne Tahakin also named /.p. in 
charge of NTA's west coast division. 

RESEARCH 

Another son-siicceedin«r-father in- 
cident: this week Arthur C. Niel- 
sen, Sr., founder of the research 
firm, relinquished the presidency 
to his son, Arthur C. Nielsen, Jr. 

The senior Nielsen has been at the 
helm for 34 years. He will now be- 
come chairman of the hoard and will 
continue as chief executive officer. 

The careers of both Nielsens has 
paralleled closely — and not only in the 
business world. They have even joined 
forces in sports activrt) and together 
won three national Father-and-Son ten- 
nis championships. 

The A. C. Nielsen Co. is now* one 
of the world's largest business service 
organizations, with over 3000 em- 
ployees in 11 countries and annual 
sales topping $20 million. 

With the move of Roger Cooper 
to Audi's home office in \S a^ihing- 
ton, D. C, as stations relations 
manager^ the new west coast per- 
sonnel alignment works out like 
this : 





WHAT 

IS 
YOUR 
PHOTO- 
GRAPHIC 
MAL- 
ADJUSTMENT 



m 

t 

m 



1) QUALITY 

2) SERVICE 

3) PRICE 

THESE ARE THE 3 
BIG PROBLEMS 

Let us cure them for you 
as we have done for some 
of the top business firms 
and advertising agencies 




DAKALAR 
■'^OSMO 

Photographers 

119 W. 57th St., N.Y.C. Ci. 6-3476 
PHOTOGRAPHERS FOR SPONSOR 



BAKALAR-COSMO 

119 W. 57th St., N. Y. C. 

Gentlemen: Please have your represen- 
tative □ Phone □ Drop in 



1 



Date 

Firm 

Address - 



Time 



Tel. No. _ 
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KiiiiSiis is PR il P. 
When YouBiiy \<MBC 
in Kansas City, Missouri 




BUY KM nc— 5.000 watts on 980 kc, 
to roach 2,3-10,5G0 people; $3,9-15,000,000 
spendable income; $2,919,000,000 retail 

' GKT KFRM— 5,000 watts on 550 kc— 
for the state of Kansas FUKKl It's your 
bonus market of 1,927,150 population; 
$3,115,408,810 spendable income; $2,321,- 
14S,r>48 retail sales. 

KMBC-KFR.M. the only bonus-buy 
radio stations in the Heart of the Nation. 

For choice availabilities, call 
your eolouel front Peters, Grif- 
fin. Woodward, Inc. 

DON OAVIS, Preiident ^ ^ 

JOHN SCHUllNG, Executive Vice-President 
GEORGE HIGGINS, V.P. and Soles Manoger 
OICK SMITH, Manoger. KMBCKFRM 

Konsoi City 
KFRM the Stote of Koniai 



in the Heart of America 



ROANOKE 

60 County Coverage 




POWER 



N. C 



Television's Top Programs 




<§>; 




Ask Your 'Xolonel" at 
Peters, Griffin, Woodward, Inc. 



• \\ ill'unn ."^luifci w r^lci u nian- 

iiuiiia^cr fcii' \I{I5 ;unl in lii^ new |»o*-l 
will l»c irvpoiisiMr fur nil l\ iirMlinuc 
iiu*;i^iircjnrnl a(lr\ilir^ in llic* II wr^l- 
crii >lal(*<. 

• (jnic riicniip^un wr^lrni ac- 
ruuiil reprr^nilalix 'niouip^on j(»iii<'cl 
I Ik* r(*>(*arrli fi rrn in I ami \n as 
fornuM'lN \\ illi II uiiiji-Cj»u|KT. 



How arr llio^^r Miininrr rrplacr- 
nirnl ^iliow^i <loiii<r? Ilrrr's AIUTh 
**inosl popular'' \i^{ ha.sril on iIhmp 
laU'sl national Iv .siir>rv: 



VIKWKHS 

2n. 170,000 
20, l-7(),000 
17,290,000 
16,9:«),000 
16,000.000 
16,290,000 
14,900,000 
1 1,510,000 
14.050,000 
13,150,000 
12,710,000 
11,860,000 
I \olt» : asleri>ik denotes re-runs. ) 



Studio One Sunnner 

Theatre 
*B(^t of Crouelio 

Julius LaHosa 
*'Hi()se Wliitinp Girls 

The W'eh 

Kichard Diamond 
*Sp(»tlight Pla) hou>e 

High-Low 

Arthur Murray 

Meet McCraw 
*Ad\ enture Theatre 
*Jijnniy Durante 

Mvsterv Theatre 



Tor !*on a n I V no!es : Charles C. 
(Uinl) IlofTnian has been appointed 
Lvecutive viee president of the Rureau 
<»f Uroadeast Measurement. 



FINANCIAL 

Stock market quotations : Follow- 
ing stocks in air media and related 
fields are listed each issue w ith quota- 
tions for Tuesday this ueek and Tues- 
day the week before. Quotations sup- 
plied b) Merrill L\ nch. Pierce, Fenner 
and Beane. 



Twos. 
30 July 



liios. 
6 Aug. 



Change 



\eu' York Stork Exchange 



\n-PT 

AT&T 
\vco 

CDS -A" 
Columbia Pic. 
Lou e'*^ 
Para n*oiniJ 
RCA 
'^torer 
20jh-Fo\ 
X^'arner Bros. 
XW'^tinchou^e 



19-s 
173*. J 

i 

31 

19-'^^ 

35 'n 
31*. J 
25 

26 '.J 

23 

65' N 



19% 
172"s 

30^ 

19'\ 

IT'S 

35 

31'^i 

25-^, 

27 

22n 
63^ 



American ^tock Exchange 

Allied Arjist, 3 3^ , 

C&C Super I 15 16 

DumonJ Lah;;. 1'^ I'S 

(Fiiild Film- 3^ i 3 

NT\ 7's- 8v 



-1% 

a 

— s 

-1". 



- S 

-1 16 

- I4 

- '4 

.1. 




Rochester's 5 
Most Wanted* Men 

*WANTED...byaudiences and advertisers 

. . because ihey make WVET's 
unique programs oJ music, lovod by 
all . . . and every hour news , , . 
NUMBER ONE in Rochester radio for 
reception and response. 



mm 




A ^ D ^ I ^ 

ROCHESTER, N.Y. 
1280 K. C. 5000 WATTS 

Represented Nationally by 
THE BOILING COMPANY 



5000 W 



Best Buu 

9 




Best Buu 

KFcgr 

KtmATH FALLS, OREGON 

Ask. -the Meeker Co. 



II50 KC 



WDBJti^ 

m 

CHANNEL 7 

ROANOKI, VltGINIA M 
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en 








potential • . . 









Little Rock, Arkansas 

a MILLION people 

a BILLION spendable income 

a 300% increase in retail trade since 1938 

penetration ... 

246,350 TV homes* 

6 of the top 10 once-weekly evening shows** 
8 of the top 10 multi-weekly evening shows** 
4 local shows listed in the top 10 multi-weekly 
network and local shows 







ed Sales • • • 

when you use the only station that 
covers the entire Little Rock regional 
market, the only station that gives you 
the major share of audience in a 30-county 
area all 7 days of the week . . . 

yet ttic fads fi^aitt Pett^y 



ONCE-WEEKLY SHOWS 


MULTI-WEEKLY SHOWS 


Perry Como 39.9 


6:00 News/Weather 19.9 


Highway Patrol 37.4 


10:00 News /Weather 19.8 


George Gobel 34.5 


Tennessee Ernie 15.9 


The Ford Show 33.7 


Autry-Rogers 15.6 


You Bet Your Life 33.6 


Melody Boys 15.5 


Hit Parade 33.4 


Queen For A Day 1 3.0 




Price Is Right 1 1.5 




It Could Be You 1 1.5 




CHANNEL 4 




Affiliate 



Represented by 



"^Television Magazine — July 1957 

*-*ARB Survey— May 1957 
30-County Area 



Edward Petry & Co., Inc. 

NEW YORK • CHICAGO • ATLANTA • DETROIT* BOSTON 
LOS ANGELES • SAN FRANCISCO • ST. LOUIS 
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irhat's happening \n U. S. Governincni 
that affects sponsors, agencies, stations 




WASHINGTON WEEK 



10 AUGUST 

Copyrlghl 1957 
SPONSOR PUBLICATIONS INC. 



l5eliiii(.l-tlie-M('iics note: 'l Uv prvt^n rorps ro\rrin^ o\ rriinirnt aj^dirirrt :iiul hii- 
r(*aus lliis week was aroniul tliis hit of rloakrooiii MiiMpirioii : 

riiat iiiic of tli(' thirf ^ouicc^ of llit- picsMiK- ft>r iiion* action aj/iiiiisl Iv network Ijusi- 
iir>s practict's arc the major hllHill^^H intrrr^ts anioii^ iheiii upper-bracket ii(\cstors in 
a(l\ erlisiiiy. 

Inspiring lln^ir rc^piitcd rcsiMitiiuMit : *\ctuork polir\ agaiiiHt graiiliii'jf niunnier 
hiatll8(^^, virlual insistence on 32-\v(*ck contracts, and other points of ^MnHexi- 
hinty'\ which these intercuts coiisith^r contrar\ to the \cr\ |jriiici|)h-s hy which thej 're 
accuslonicd to doinu husincss. 



Hut there was nothing subtle this week in the assurance hy the* Department of 
Jnstice to the Senate (Commerce Committee that it will speed np its anti-trnst 
prohe of iv network practices. 

Antitrust chief William P. Kogers told the conunit tee's chairman Sen. \\ arren .Nhig- 
niison that the committee's network stafi report has heen studied carefully. 

Said Rogers: His department has heen poking into the antitrust implications of 
snch practices as mnst-huy, option lime, network roles in program production, net- 
work relations with affiliates, and ^"alleged ahuses of power on the part of the 
networks." 

Rogers added that he was hopeful that the probe's progress will be accelerated in the 
coming months. 



The FCC will start 17 September to look o\(*r argunuMits for and against 
fee tv as compiled hy its staff. 

This is expected to be a preliminary meeting, with the commissioners merely feeling 
each other out about the projected large-scale trial of pay-as-youdook t\\ 

Quick action is not expected in any case. And there's more than a little possi- 
bility that the commissioners — not at all satisfied with lack of details about the scope of 
the trial ofTered by fee tv advocates- will call a pid)lie hearing at which they can get 
answers to all their questions. 



The FCC finally dropped its proposal to limit {v translator stations to com- 
munities which do not have regular local Iv stations. 

The decision: Whether to license a translator or not should be decided in the light 
of the facts of each individual case. 

Reasoning behind the decision: There probably are many instances in which a 
translator can bring additional tv to the public without hurting a regular station. 



Schick has taken the consent decree route to settle the FTC*s complaint against 
the electric razor^s free home-trial promises on its tv programs. 

Under this device the conipan\ does not admit it sinned, but promises to change its 
behavior. 

The FTC's complaint: Schick did not require dealers— and some of them actualh 
refused to do so — to li\ e up to the conq)any's \ our-money-back-if-\ ou-don't-like-it-after- 14- 
day-trial commercial. 

Meanwhile, the FTC lodged a new false ad complaint against Universal Sew- 
ing Co., of Cincinnati, for allegedly promising on tv and radio low prices on appliances 
which it had no intention of delivering at the advertised price. 
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GETTING THE MOST FRoj)U 




Good Films are 

Only HALF the story 

If you have complete system equipment to provide 
showmanship in your film programming, you'll be ready 
for bigger film profits. That's why it*s a good idea to 
take a long look at your station's film room facilities 
before you invest a lot of money in films. 







How an RCA Film System 
Will Enable You to Spark 
and Hold Viewer interest 




Here's how one of the most successful users of film shows gets excellent 
results. He employs several carefully planned steps made possible by 
the use of an extremely versatile film system. First, the program 
starts with a 20-sec. film commercial followed by a 10-sec. VSI — fading 
to a 30-sec. film teaser strip. The feature is then announced with a 
super-imposed "presentation" slide with record music. Feature is 
begun and film commercials are inserted at appropriate times 
to the end of the showing. This kind of expert programming 
that sustains audience interest is only possible with the proper 
combination of film equipment. 

You have creative people who can do a similar job for you if given 
the right tools. An RCA Film System will provide them with these tools. 
It will enable you to offer a variety of film presentation formats for 
sparking and sustaining program interest. It will also help 
you prepare for future expansion. 



Lack of long-range planning will obsolete equipment 
before its time . , . leave you unprepared for color. 
Investigate the quality and cost-saving of an RCA Film 
System — we'll be glad to help you check at typical 
stations. And ask the RCA Broadcast Representative to 
show you our latest film literature. 





Tmk(s) ® 



RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 

CAMDEN, N. J. 

In Canada: RCA VICTOR Company Ltd., Montreal 




10 AUGUST 

Copyright \Q57 
SPONSOR PUBLICATIONS INC. 



A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



TelePrompTer's latest diversiTicatioii move is the acquisition of a process for clear- 
ing up old film as it passes through the projector. 

The patent holders of the process are being offered a slock deal. 



This rejoinder brought more than one participant in an agency plans board meeting 
up with a start this week: 

^^Never mind what you think is hesl for the client. Let's concentrate on what's 
best to sell him." 



How do you label an agency? llie simple way is to siring the names of the 
wheels in tandem. But here's one with a different approach: 

Malty Rosenhaus, head of Pharmaceuticals, Inc., himself solved the dilemma which 
resulted in the conversion of Edward Kleller Associates into the Parkson Advertis- 
ing Agency. 

First of all, it was decided not to complicate things by adding the name of Franklin 
Bruck, brought in as board chairman, to the agency's title. 

Rather, to make everybody happy Rosenhaus patched together syllables from New 
York's famed ad agency addresses — Park and Madison Avenues. 



One place that apparently is in no hurry to adopt new names is the telephone 
company. 

An ad agency executive this week inquired for some closed-circuit information and 
was told to contact the '^radio department." 



McCann-Erickson soon will be packaging and selling an entirely new service 
to advertisers — General Semantics. 

A separate division — like CCI, Marketing Planning Corp., and Sales Communications, 
Inc. — is being set up for the semantics operation with Dr. Robert Holston as director, 
and Russ Johnston as organizer and sales mastermind. 

For the uninitiated: Semantics is the technique of communicating by symbols. 
McCann-Erickson's premise is that it can be used in dealing not only with customers 
but with employees and the client's investors. 



As in many a new field, the jargon of marketing continues to mushroom. Here are 
some phrases indispensable to today's vocabulary: 
The sale that brings in the profit. 

The customer's image (or the "customer's portrait"). 
Translate markets wants into activities that bring satisfied customers. 
Integrate all efforts and groups into a master plan. 
Performance yardsticks. 
Marketing position and penetration. 
Utilization of the company's total resources. 
Acceptance of the marketing philosophy. 
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has made 



WHTN-TV 



the SELLibrated 



Portsmouth 
Ohio 



Station of the 



Ironton 



Golden Valley 



Ashlond 



(Central Ohio Valley) 

Huntington 
West Virginio 



Chorleston 
West Virginio 



FULL COVERAGE of the 23rd Television Market 

FULL POWER 316,000 watts to put a Grade A signal over 

the entire Golden (Central Ohio) Valley 

NEW SALES for a product-hungry market 

that last year accounted for 

$138,000,000 in Food 

$ 25,200,000 in Drugs 

$ 46,000,000 in Apparel 

$ 89,000,000 in Automotive 

$ 26,125,000 in Gas Stations 

$110,000,000 in General Merchandise 



NEW TOWER •/ that rises 1000 feet above average terrain, 

for finest viewing 

BUT THE AVERAGE CPM IS STILL THE LOWEST! No wonder it's the SELLibrated 
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THE BARTER PROBLEM 

{Continued from papc li] ) 

What i> far inoro distressing to the 
media r\ecuti\e is tlie fact that thcMcV 
no rate card in barter. Sud(hMilv the 
tlinehiiver has lo l)e ahle to figure out 
not onlv the likel\ eo^t-per-l ,000. au- 
dience composition and ratings, l)Ut 
how to compare the hart(*r hu\ with a 
eon\ (Mitional spot t\' ])nrelias(^ w here 
all facts are known to him through 
the rej)s. lies got to figure out wheth- 
er the hulk aiiiiounceinents promised 
to him. if deli\ered and in»t preempt- 
ed, are individualh wortli whate\ er 

■ 

percentage the\ represent of the total 
budget allotted. Al)o\e all, h(* can't j»os- 
sihl\ tell whether someone else's bar- 
ter deal wasn't cheaper than his. 

4\ The |)r4)l)Ieni of ***wh()^8 on 
what an<l next lo whom'' adds some 
interesting policing and paperwork 
for client and agency media men alike. 
Since the station in\'ol\ed in barter is 
in effect selling through two separate 
sales agents (the national rep and the 
barterer), the (*hances of product con- 
flicts are increased. 

The rep, who nun not know all the 
time periods the station has bartered 



a\\a\, can find himself in the embar- 
rassing position of making available 
to national clients time that now reprc*- 
sents a product conflict, or at least 
an annov ance. Some of the ad\ er- 
tising being attracted into t\^ as a re- 
sult of barter has moved former Class 
' (rlients into a few Class "A" peri- 
ods. This is causing considerable un- 
rest among some Class "A" accounts, 
w ho're now wondering w hether the 
announcement next to theirs cost the 
same as what they paid. 

3. A<;enryincn and reps holh 
feel th(^ station that barters may de- 
preciate^ its time and reliability, in the 
same wav that anv other form of un- 
der-t he-counter rate cutting tends to 
do. Some buyers are even going so 
far as to tell reps whose stations are 
known to have barter deals that thev 
w ant an equal shake for their rate- 
card clients. 

'Mf another gu\ is buying at X% 
off. u hy shouldn't our client?" the 
chief buyer of one of the top five air 
media agencies told SPONSOR. "Our 
client is a 52-week advertiser with a 
steady and heavy schedule of announce- 
ments. Yet another advertiser comes 



*V3 



Wo 



Ofj the top of your head ? 




The surest way for you to prove that 
every brain cell is putting in overtime is 
to buy WBNS Radio, It figures to give 
your pitch where there's $2,739,749,000.00 
of spendable income; where Pulse gives 
the top rating for any Monday-thru-Fri- 
day quarter-hour, day and/or night. 
Ask John Blair, 

WBNS RADIO 

COLUMBUS, OHIO 



I 



in for a (juick flyer and pa\s a good 
chunk less than we do. We wouldn't 
he fair to our client if we didn't fight 
that."' 

On the whole, however, harter con- 
tracts aren't for hrief periods at all, 
hut rather for a nn'nimum 52-week 
period since payment? hy a station in 
time to a sjndicator for film property 
is usually a long-term deal. 

If there are such disadvantages in 
harter. why ha? interest in it spread a? 
considerahlv as it has? 

The answer lies principally in the 
economics of tv. While there's a hun- 
ger for programing on the part of 
stations, many find themselves short of 
cash for large quantities of film. At 
the same time, manv svndicators are 
finding themselves overloaded wjth 
product, particularly reruns, w hich 
are getting harder and harder to sell 
as new feature film? and new tv pro- 
graming is produced. These factors 
alone would be enough to pressure for 
some form of discounting on both 
sides. 

Coupled with this situation, however, 
is the continuously rising cost of tv 
time which is putting the squeeze on 
smaller advertisers. As costs have 
gone up, spot tv sales have softened 
and some periods, such as daytime and 
late night, have been harder to sell. 

"There's obviouslv nothinof so un- 
economic for a station as anv unsold 
time," as a rep told SPONSOR. "There- 
fore, some stations have panicked and 
have sold out for part of the dollar 
rather than gamble on losing the whole 
value of the time."' 

Barter makes it possible for these 
stations to acquire the needed film 
programing (or in the case of Tele- 
\ ision Clearing House, the needed fur- 
niture, appliances or other merchan- 
dise for gi\eaways) without an outlav 
of cash. According to the barterers, 
this has actuallv had the effect of 

4 

boosting the value of the station's un- 
bartered time, since it now has the 
programing necessar\ to maintain its 
rate. Wliile reps generally feel that 
this fact does not make up for the 
shadow of doubt cast on the rate card 
by this bulk discounting, some reps 
have actually arranged film barter for 
some of their stations which found 
themsehes short on cash and long on 
hours to program. 

Here's w hat the barter agents sav 
in their defense. These are the points 
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of Dick l{o>cnl>lirM, |»rr*^^l(•nl uf lime 
Mt'^•lKlnl*^, Inc.: 

1 . IJar t(T i< l>rin»:in;z new rlicnl> 
into \\ wlio wuiihln't Im* iil>lr h> iilTord 
it tit !t> rur rent prrnilnrn rates. Main 
of tlirx' (•li(•rIt*^ mc lircorniri^ rate card 
cu^^tnirMMs a*^ tlirrr liar ter (l(\rU run 
out, and after all, llrrrr'^ a limit nn tlie 
amount of harter tirnt*. 

"'*l)r|>artiiicnt *^lorr*^ lia\e \n*rn »;(»n- 
rralK slow in tM»rrrinij: into t\/' lie told 
SI*()N>t)l{, *'l)ut iiiaru are now l>u\iii»r 
time loeall\ iie\t to tin* International 
Latex ('( nuin(»reials, fur iri>taiiee, l)e- 
eau<e tlie\'\e >een wlurt cIIcm I hnik t\ 
ad\ erti>iri»j can lia\ c on |*rorn(»t in^ 
tlieir >tore trallie." 

2. "I>arter inone\ i> not heinii 
siphoned (»iil of national spot/* lie >a\s. 
*Mt\< peiieralU an (»\lra appropriation 
for tlie lar*ier a(l\erli^(M\ or a new l\ 
a[)|)roprialioii for tlu» >ruall eli(Mit win* 
couldn't e()\er tin* rnedrnrn adeqnateK 
on liis l)Utl*;;et before. *' 

3. The weight of harter ad\(»rtisrnu 
has already produced »iood sales re- 
sults f«»r a nuinher of clients, contend 
the barter supporters. 

4. "Increased station ratings are 
good for the reps." sav the harterers. 
*'And if the station can now alTord to 
have a show of ht^tler (jualit), the rep 
can go out and sell it more easil) and 
possiMy at a hetter rate than pre\ iou>- 
l\ . 

¥ 

Adds Dick Hoserd>latt ; 'MJarter 
serves a definite pur|)os(» in the tv in- 
dustrv, hut no one is sa\ iiig that il\s 
suited to ever\ client's needs. If an 
advertiser is \er\ small, he can't use 
barter. If he's \ery big. he can prob- 
ably alTord the greater choice of tiiue^ 
and llexibilitv of a rate card buv. For 
the station it takes up the slack of un- 
sold time. It needn't (h^prcciate his 
other properties. If lie'> got program- 
ing and ratings to sell, the rate card 
will >tand up. If he doesn't, hell be 
forced into all sort> of individual 
wheeling and dealing under the count- 
er which barter sa\es him from auto- 
maticalK 

W bile the argument sounds com inc- 
ing in theory, most admen feel the in- 
dividual t\ station is nonetheless faced 
with [)re>sure from card-rate clients 
who"\e found out that it barters it> 
time. The card-rate adverlistT can t 
feel .secure that he's bought in the most 
advantageous wa\ . \nd the barter 
bu\ er himself wonders w bet her he 
couldn t have done better or whether 
his competitor got a cheaper deal. 




Gulf Coast Texans 



Can and Do Buy More . . 



Sell Them on 



Those rich Texas wallets open 
easily, to buy products adver- 
tised on the station that delivers 
sales results, KTHT. 




M BS far Houston ond South 
Texot. Represented Notionolly 
by Poul Roymer Co, 
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In Shreveport 
ONLY KTBS TV 

OFFERS 



Reps at work 



1 



FROM THE HUB OF 
THIS 4-STATE AREA 



^7^ 



7 



DALLAS 
190 MI. 

4r 



f 

/ 



\ 



\ 



O J 



On?/ 



■ 

I 



* 157,980 Television Homes ... a 
BONUS of 13J20 over station B. 

*136,860 homes reached monthly 
. . . a BONUS of 6,740 over station 
B. 

*131,870 homes reached weekly 
. . . a BONUS of 5J20 over station 
B. 

*Latest Nielsen Survey 



KTBS*7i 

CHANNEL 



SHREVEPORT 
LOUISIANA 

E. NEWTON WRAY, President 0 Cen 

NBC and ABC 




Represented by 



Edward Petty & Co., Inc. 




Ed Whifley, Jolin Blair & Co., New \ ork, notei* llie "number of 
aihertisers who are taking advantage of weekend spot radio. Re- 
(]Uest? for tliese availabilities this summer have been greater than 
ever I.efore. ' Since 1954. he points out. the public has bought 67 
million mobile units — 47 million car radios and 20 million port- 
ables. "Americans today," Ed 
^^^^H sa)S. "are determined to have ra- 
j^f^m^^ ^^^H ^'^^^ w herever they go. So whether 

out-of-home, the Saturday 
w and Sunda\ radio audience is ^i- 
gantic — particularly between 8:00 
a ni. and 10:00 p.m." The over- 
the-weekend audience composition 
varies considerably from the Mon- 
day through Friday audience, he 
says.^ — the major difference being 
in the high proportion of men 
reached during almost every hour 
of the da\. Consequenth, radio is making impressive gains among 
advertisers A\ho seek a male audience. For motor cars, oil and "as. 
he\erages and cigarettes, as just one example, it's a powerful point- 
of-sale medium — reminding the car-radio listener to stop and pick 
up the product. "In the not too distant future, week-end avails will be 
a^ much in demand as 6:00-9:00 a.m. and 4:00 to 7:00 p.m. daily." 

Frank Boehm, new h named promotion v. p.. Adam Young. Inc.. 
New York, says: don t consider research a luxurv. It s a service 

on which our stations rely for sales planning. Our research is mostly 
ni the areas of market, audience and rate anah sis. but often extends 
into the fields of programing, promotion and merchandising where 
past successes offer valid methods. 
L sually, w e determine the ph)sical 
area in which our station is most 
effective, advise the station as to 
which audience measurement sur- 
veys best provide evidence of this 
effectiveness and suggest a rate 
structure attuned not only to the 
station s audience and the competi- 
tion but also in line with the cur- 
rent national pattern of spot bu) - 
ing. Then there is the area of 
sales. Sometimes our salesmen 

face situations in which spot buys have been made based upon past 
experiences — o\erlooking dynamic changes in local listening habits 
which have occurred. In such instances we in research work closely 
with sales to bring the market s new radio 'profile" to the attention 
of the bu\er and the advertiser. In these wa\s. we are helping both 
stati(ms and advertisers to use radio and tv to their best advantane."' 




i ( > 
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they're a pourin' in... kit n' kaboodle! 

These here folks come a-traipsin' into LA only to find things ain't 
like they were back home. They need bales o' things and man do they 
and millions like 'em ever buy. Yep, stufTsure moves fast when you 
use KXLA, most listened to 24-hour countrv and western music station. 



.000 icdtts coieriim: the sj^reater Los Aiiii'elcs innrket 



1110 on the dial 





represented nationally by Burke-Stuart Co., Xeic York, Chicai^o, Detroit^ Los Angrh-s, San Francisco 
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Effective buying 
income in the 
La Crosse television 
market has 
increased 
14 per cent in the 
past year — 
more than double 
the rate of the 
country as a whole, 

^Sales Management 
Survey of 
Buyer Power, 
May '56, 
May '57, 

WKBT 

Serving 
130,000 
TV Homes 

CBS -NBC -ABC 



I 



Represented 
I by: 

iH-R TELEVISION, INC. 

HARRY HYETT 
Minneapolis 



V 





Tv and radio 
NEWSMAKERS 




CHANXKL 



8 



LA CROSSK, WIS. 



James F. O'Crady, recenth transferrer] 
from \e\\ York to Chicago as mid-west 
sales manager for Aflani Oung, has been 
named vice president in charge of mid-west 
sales acti\it). The promotion is one of 
four announced this week along with four 
other stafT additions. "These changes."" 
said Yonng, "reflect the greath increased 
amount of ser\ ice we are rendering to our 
stations, the agencies and advertisers. W^e expect to continue ex- 
panding our staff and services to pro\'ide better and better repre- 
sentation." Other promotions include: W^illiani Crumley, \ ice 
president in charge of research, appointed assistant to the president; 
Frank Boehm. former bead of radio research, now vice president in 
charge of radio-tv promotion and sales services: and in the sales 
branch. Robert A. Burke has been upped to eastern sales manager. 

Kenneth Baker has been upped to the 
post of director of advertising for Gerber 
Baby Foods. Announcement was made 
this week by Joseph H. Bagley, vice presi- 
dent of marketing. Baker's new position 
will mean enlarged responsibilities in con- 
nection with Gerber s advertising policies 
and programs. He has been w ith the com- 
pany since 1924. His first asisgnment was 
that of assistant to Daniel F. Gerber, who was personally handling 
all advertising for the conipau) at that time. Subsequently Baker 
served as assistant to the vice president of marketing and was re- 
sponsible for sales promotion, consumer services and export opera- 
tions. In 1950 he was made advertising manager. Gerber currently 
is spending S3 million on advertising and promotion spread over 
radio and tv, magazines, newspapers, trade papers and point-of-sale. 

Clifford W. Davis' appointment as a 
senior vice president and director of mer- 
chandising at Lennen & \ewell was an- 
nounced this week by Adolph J. Toigo, the 
agenc) "s president. Uavis joined Lennen 
& ^sewell this Spring. mo\ing over from 
General Foods where he had served for 
20 \ears in many sales capacities. His 
most recent posts: national sales plan- 
ning; manager from 1950 to 1952. national merchandisins: manaaer 
from 1952 to 1954. and more recently Eastern region sales manager 
from 1954 to 1957. Prior to his 20-\ear career with General Foods. 
Davis w*as with the Kellogg Co. from 1934 to 1938 where he special- 
ized in national corporate chain store sales. Before that be was sales 
manager in various cities throuirhout countr\ for V&P food chains. 
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Put your money 
where the people are 



Are you reaching pike instead of people? 
Summer, winter, spring and fall, WWJ's Hi-Fi 
signal, personalities, music, and news concen- 
trate on the millions of big-earning, big-spending 
folks in southeastern Michigan to whom WWJ 
is a constant companion and trusted friend. Use 
WWJ all day . . . erery day. 



Hit Your Real Michigan Target 

Seteu/y per ceut of Michigan's 
populntiou commaudiug 73 per 
ccuf of the state's bj^yifjg power 
lives ti ithhi W'WJ's daytime pri- 
mary area. 



NBC 

Affiliate 



WORLD'S FIRST RADIO STATION 
Owned and operated by The Detroit NewS 
Nofiono/ Representatives. Peters, Gnff/n, Woodward, he. 
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lO-SECOND SPOTS 




11 A does bii>ines> willi H by exchanging merchandise in- 
stead of money — or green stamp-, or wampiini — that \> no- 
l)odv el>(* ^ concern. Barter as sucli is not unethical. 

Barter Ijeconies (hd)ions ethically only if it involve> an 
under-the-counter rate deal. When time i> traded for film, 
and \> then (li^po>e(l of >ul)Stantially helow* rate card, the 
cli(Mil who paid full price is being treated unfairly. 

We bring the subject uj) not because barter as yet accounts 
for a really major slice of spot tv activity but because it 
repi-e^enls an insidious pattern and one which is growing. 

Our concern with barter i> not ba>ed on >onie holier-than- 
thou l)n>iness philosophy. A> a practical matter if orthodox 
buying and selling doesn't fit a >tation'^ cash i)o>ition. it may 
hav(* to nuike trade-onts. But we feel .stations should care- 
fully con>i(ler whether thev reallv need to barter and whether 
they really know how damaging barter can be in the long run. 

If th(*y do baiter, stations >hould seek a>snrances about tin* 
l)rice at which their time will be disposed of. For as things 
operate today there is no rate card in barter and prices are 
often made by middle men wdio have no real stake in the well 
being of television. Film distributors should be willing to 
work out assurances that time will not be dumped. For the 
film distributor? no le^s than the station will suffer if barter 
eventually debases the value of spot tv. 

We doubt if regular spot tv clients would be particularly 
concerned about barter if they felt rate> were under ^olne 
rtnisonahle control. Barter has ^o many di^advantage^. the 
experienced advertiser i^ not likely to be tempted by it — until 
tin* time becomes irresi>tibly cheap. 

Actually there is plenty of (juestion as to just how cheap 
barter is. The whole business is conducted ?o secretively in- 
telligeut comi)arison is difficult (see article page 29). 

W^e think a stiffer policy among stations is badly needed 
and in particular we urge stations to reflect deeply befort* 
they make long-term commitments on a barter basis. Spot 
tv ha- much exi)an-ion before it and w(*'(l hate to be in the 
l)osition of a -tation which had mortgagtul it- future. 

THIS WE FIGHT FOR: Some of radio's rieiv 
comod V commercials are aoina lio<i-wUd. IV heii 

O o 

selling; takes a hock seat to humor, it s //me to 
do a double-take. Comedy can be great stuffs 
but dont let it steal the show from the product. 

*>*> 




Do-it-yourself: For an upcoming ' 
show on \\^\\'J-TV. Detroit, producer 
Paul \efl and herpetologist Paul Al- 
len will film a Michigan rattlesnake 
biting y\llen. who w ill then describe 
the efTerts of the bite and treatment. 
The program is called Michigan Out- 
doors, And it should go a long way 
toward keeping Michigan indoors, 

Vinyl's pal: B. F. Goodrich, maker 
of Koroseal vinyl upholstery, credits 
tv with increasing sales. Reason: with 
more kids spending more time at tv 
sets, parents are turning to vinyl cov- 
ered Irving room furniture. Some- 
times it seems our whole economy de- 
pends on tv. 

What next? A 45-foot ^acht is of- 

w 

fered to the a^encv that first consum- 
mates a 13-week tv contract for The 
instable Roundiable. a panel show* in 
the works at Bell Productions, N. Y. 
Suhjects the panel expects to discuss 
are: "The role of the do^ in society.' 
"Proof that the world is a cube/" 
"The future of the bis toe." "Effect of 
the snare drum todav,"' "Job oppor- 
tunities in the Gobi Desert." 

Security: The reason Cascade Films. 
Los Angeles, was hired to do those 
top-secret tv commercials for the new 
Edsel (See "Edsers strip-tease," page 
39) was that they had previously done 
films for the Atomic Energy Com- 
mission. IF e can see it now — agents 
for GM and Chrysler lurking off the 
set with cloaks a flying and daggers 
drawn. 

Tweet: When a St. Paul residential 
district was plagued by an invasion of 
starlings, WCCO sent its mobile unit 
into the area broadcasting: recordinsrs 
of a starling's distress call. An esti- 
mated 8,000 frightened birds took of! 
for other parts but not before — accord- 
ing to WCCO — a "roof- washing for 
the mobile unit ' was necessarv. A 
spot campaign? 

Smellevision? In the Boston market. 
Canada l)r) is tr\ing newspaper ads 
scented with grape to advertise its i 
grape >oda. // this ever works in tv. 
imagine the adjacency problems where 
a Kraft limburger cheese commercial 
follows a Lani:in perfume spot, 
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AND WARNER BROS. CARTOONS 




With 'Little Rascal* films, "The Fred Moegle Show" 
dominated its time period and reaped fabulous 
mail responses. 

The most recent ARB (April) credits this show 
with an average 12.4 rating over ten quarter-hours 
to the competition's 8.7 and, within a month, a local 
client's offer resulted in more than 10,000 replies. 

Now, with the help of the Warner Bros. Cartoons— 
"Tweety", "Daffy Duck'\ "Sniffles"-and a longer 
time period— Monday thru Friday 4:10-5:00 p.m. 
—only the sky's the limit! 

Join the new St. Louis sales team of Fred Moegle 
and those wonderful Warner Bros. Cartoons. 
Call the nearest KATZ office today. 

KWK-TV FIVE AND 
TEN PLANS APPLY 





I 



SERVING THE GREAT ST. LOUIS MARKET 



the LEADER in St. Louis television 









REPRESENTED 
NATIONALLY 
BY THE 

KATZ AGENCY, INC. 





radio 



THE BEST FOUNDATION 

FOR BUILDING SALE 
IN CLEVELAND 



® @ © 



